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THE  WRITE  WAY 

E&P  welcomes  letters.  E-mail  to  letters@ 
editorandpublisher.com,  fax  to  (646) 
654-5370,  or  write  to  “Letters,”  Editor 
&  Publisher,  770  Broadway,  New  York, 
NY 10003.  Please  incluxle  name,  title, 
location,  and  e-mail  address.  Letters 
may  be  edited  for  all  the  usual  reasons. 


STICKING  UP  FOR ‘THE  BLADE' 

Note:  In  our  August  2005  issue, 
E&P  Senior  Editor  Joe  Strupp 
wrote  a  lengthy  feature  foeusing  on 
the  news-making  “Coingate” coverage  by 
The  Blade  of  Toledo,  Ohio.  He  also  con¬ 
tributed  a  Shoptalk  column  in  that  issue 
exploring  a  related  story  about  unproven 
charges  that  the  paper  s  former  political 
reporter,  Fritz  Wenzel,  had  been  tipped  off 
to  a  GOP  campaign-contributions  scandal 
involving  Thomas  Noe,  the  same  man  at  the 
center  of  Coingate  —  and  either  did  not 
inform  his  Blade  superiors,  or  did  tell  them 
about  it  and  editors  dragged  their  feet. 

In  any  case,  the  issue  resuifiiced  in  April 
after  an  anonymous  staffer  sent  a  letter  to 
the  Pulitzer  Prize  board  alleging  various 
ethical  lapses  at  the  Blade  that  should 
eliminate  its  “Coingate” entry,  then  a final¬ 
ist,  from  consideration.  Editor  Ron  Royhab 
responded  to  the  board  with  a  10-page 
rebuttal,  and  said  the  paper  was  hiring  a 
private  investigator  to find  out  who  wrote 
the  accusatory  letter.  Strupp’s  E&P  Online 
story  on  April  20  about  the  Pulitzer  dispute 
inspired  the following  letter from  the  Blade’s 
former  assistant  managing  editor/investi¬ 
gations,  who  shared  the  2004  investigative- 
reporting  Pulitzer for  the  newspaper’s 
‘Tiger  Force”  series. 

I  READ  WITH  GREAT  INTEREST  JOE 

Strupp’s  story  on  the  “Coingate”  flap 
and  the  anonymous  letter  sent  to  the 
Pulitzer  people  challenging  the  integrity 
of  my  former  colleagues’  work. 

Though  I’m  no  longer  employed  by  The 
Blade,  I  still  have  ties  to  the  newspaper, 
and  I  wanted  to  take  the  liberty  —  with  no 
prodding  from  anyone  —  to  provide  some 
background  information. 

I  was  at  the  Blade  when  the  Coingate 
series  evolved  in  late  2005.  Though  I  was 
not  involved  in  the  work,  I  still  remember 
the  tips  coming  into  the  paper  in  early 
December.  I  can  tell  you  that  the  reporters 
who  seized  the  story  and  began  to  look 
into  Noe’s  background  have  great  integrity 


and  were  hearing  these  tips  for  the  first 
time  —  the  very  reason  they  were  launching 
an  investigation. 

If  Fritz  Wenzel  knew  about  allegations 
of  a  federal  investigation  into  Noe,  he  did 
not  tell  anyone  at  the  newspaper,  including 
his  editors.  I  was  a  manager  there  at  the 
time,  and  I’m  certain  he  told  no  one. 

It’s  disheartening  and  dishonest  for  any¬ 
one  to  say  otherwise.  There’s  an  old  saving: 
The  Pulitzers  bring  out  the  best  and  the 
worst  out  in  people.  This  is  the  worst.  I 
cannot  understand  why  someone  from  the 
newspaper  would  do  this.  It  was  profession¬ 
ally  and  morally  wrong. 

If  there’s  an  issue  involving  Wenzel,  fine. 
So  be  it.  Get  to  the  bottom  of  it  and  expose 
it.  He  deserves  to  be  pulled  out  into  the 
sunlight  so  he  can  be  judged  by  a  commu¬ 
nity  of  his  peers.  But  for  anyone  to  some¬ 
how  imply  that  my  former  colleagues  were 
in  any  way  involved  —  especially  as  they 
eompeted  for  the  Pulitzer  —  is  beyond 
revolting.  The  very  fact  they  broke  one  of 
the  biggest  political  scandals  in  Ohio’s 
history  speaks  for  itself.  They  didn’t  cover 
it  up.  They  brought  it  to  light. 

MICHAEL  SALLAH 
INVESTIGATIONS  EDITOR 
The  Miami  Herald 

WHY  ALL  THE  GROUP  PULITTERS? 

HAVE  BEEN  A  NEWS  PHOTOGRAPHER 

going  on  30  years  now.  I’ve  won 
awards  over  the  years  and  certainly 
appreciate  both  the  professional  honor  be¬ 
stowed  by  your  peers  and  a  certain  amount 
of  prestige  that  congratulates  your  efforts 


and  abilities.  However,  over  the  past,  oh, 
say  10  years,  I’ve  noticed  a  trend  to  honor 
the  employer  much  more  than  the  individ¬ 
ual  photographer. 

Why  does  the  Pulitzer  committee  of 
judges  see  it  necessary  to  award  a  prize  year 
in  and  year  out  (it  seems)  to  a  paper’s  staff, 
or  for  a  collective  story  submitted  by  10  to 
20  photographers  working  for  an  agency? 

Is  this  the  spirit  that  Joseph  Pulitzer  in¬ 
tended  for  his  awards  to  be  presented,  as 
compilations  or  “best-ofs,”  instead  of  for 
outstanding  endeavor  by  a  photographer  in 
the  pursuit  of  photojournalism?  Maybe  it’s 
time  for  the  judges  to  redefine  the  criteria. 

JIM  HOLLANDER 
EUROPEAN  PRESSPHOTO  AGENCY 
Jerusalem 


Corrections 

In  Allan  Wolper’s  “Ethics  Comer”  column 
in  the  April  issue  of  E&P,  the  governor  of 
Minnesota’s first  name  was  misspelled. 

It  is  Tim  Pawlenty. 

In  the  Photo  of  the  Month feature  in  our 
April  issue,  photographer  John  Hart’s 
newspaper  was  misnamed.  It  is  the 
Watertown  (Wis.)  Daily  Times. 

In  the  Page  One  story  on  the  “Unseen.  Un¬ 
forgotten”  series  of  photographs,  Birming¬ 
ham  (Ala.)  News  Editor  Tom  Scarritt’s 
last  name  was  misspelled. 


Go  to  www.editorandpublisher.com 
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50  YEARS  AGO 


NEWSPAPERDOM^  FROM  EDITOR  &  PUBLISHER 


MAY  12,  1956: 

British  Columbia’s  Vancouver 
Province  ran  an  extra  edition  to 
meet  the  demands  of  three  con¬ 
victs  who  held  a  prison  guard 
hostage  and  threatened  his  life 


with  a  razor  blade  and  scissors. 
The  cons  wanted  the  paper  to  tell 
their  side  of  what  they  claimed 
was  wrongful  conviction  over  the 
murder  of  a  drug  addict.  The 
headline:  “This  Story  for  a  Life!” 


MAY  26,  1956: 

Carl  W.  Ackerman,  dean  of  the 
Columbia  School  of  Journalism, 
decried  j-schools  accepting  gov¬ 
ernment  grants,  to  keep  them  free 
from  “pressure  and  propaganda.” 
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Columns,  etc. 


BY  DAVE  ASTOR 

Kathy  Cano  Murillo  joined 

The  Arizona  Republic  in  1995  so 
she  could  have  a  cubicle  of  her 
own  while  living  the  frenetic  life  of  a  home- 
based  crafts  artist.  Now,  11  years  later,  the 
“Crafty  Chica”  is  far  busier. 

Murillo  still  creates  crafts,  she’s  writing  a 
novel  and  her  sixth  nonfiction  book,  she 
blogs,  appears  on  TV,  and  keeps  a  hand  in 
various  other  projects.  At  the  Republic,  she 
writes  feature  stories,  movie  reviews,  and 
three  weekly  columns:  “Crafty  Ideas,” 
“Hollywood  Q&A,”  and  (with  entertain¬ 
ment  writer  Randy  Cordova)  the  American 
/rfo/-related  “Idol  Chatter.” 

“I  don’t  think  she  sleeps,”  says  Republic 
assistant  arts  and  entertainment  editor 
Stacy  Sullivan,  who  describes  Murillo’s 
work  as  “energetic”  and  “innovative.” 

Murillo  and  her  husband  Patrick  special¬ 
ize  in  Latina-influenced  crafts,  but  “Crafty 
Ideas”  helps  readers  create  crafts  of  all 
types.  The  feature  began  in  late  1999  and 
was  soon  syndicated  to  more  than  40 
papers  via  Gannett  News  Service. 

She  says  being  a  crafts  artist  helps  her 
column:  “I  know  what  I’m 
talking  about,  or 
know  who  to  ask 
when  I  don’t.”  S 


David  Tucker  of  New  Jersey’s  Star-Ledger  stresses  to  reporters  that  revisions  are  a  way  of  life, 

Tucker’s  parallel  lives 


publisher),  his  parallel  lives 
are  converging.  Former  poet 
laureate  Robert  Pinsl^  has 
observed  that  Tucker  writes 
“with  a  reporter’s  respect  for 
information  and  a  poet’s 
awareness  of  the  undis¬ 
closed.” 

In  the  poem  Morning 
Edition,  for  example.  Tucker 
describes  copy  editors  lean¬ 
ing  over  their  keyboards  “like 
racers  on  motorcycles.”  An¬ 
other  poem  in  the  book,  A/ic? 
This  Just  In,  sketches,  among 
other  things,  “A  watchman 
humming  in  the  parking  lot/at  Broad  and 
Market/we  have  that/with  a  sidebar  on  the 
bronze  glass  of  a  whiskey  bottle  cracking 


BY  BARBARA  BEDWAY 

IF  YOU’RE  A  POET  COM- 
mitted  to  making  a  living 
by  writing,  the  opportu¬ 
nity  to  work  in  language  with 
the  intensity  offered  by  a  daily 
newspaper  can  be  an  ideal  fit. 

For  the  last  30  years,  David 
Tucker,  a  58-year-old  assistant 
managing  editor  at  The  Star- 
Ledger  of  Newark,  N.  J.,  has 
been  writing  poems  about 
what  he  calls  “the  slow  news  of 
ordinary  life”  —  and  the  life  of 
newsrooms  —  and  publishing 
them  in  literary  magazines. 

This  month  as  Houghton  Mifflin  pub¬ 
lishes  Tucker’s  collection  of  poems.  Late  for 
Work  (his  first  book  with  a  mainstream 


Newspapers  get  poetic 
treatment  in  Late  for  Work 
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small  town  served  by  two  newspapers: 

The  Tennesseean  and  the  Banner;  his 
father  read  them  both. 

Tucker  studied  at  the  University  of 
Michigan  with  poets  Robert  Hayden  and 
Donald  Hall  before  attending  the  School 
of  Journalism  at  Ryerson  University  in 
Toronto,  where  he  got  his  first  job  as  a 
stringer  for  UPI. 

He  believes  writing 
poetry  before  com¬ 
ing  to  journalism 
offered  a  unique 
advantage:  “It 
helped  me  under¬ 
stand  something 
about  news  writing; 
there  is  something 
about  the  quickness 
of  poetry  and  the 
need  to  be  quick 
in  journalism.” 

He  emphasizes 
to  reporters  some¬ 
thing  Hall  imparted  to  his  students:  that 
revision  is  a  way  of  life.  “It  applies  to  any 
kind  of  writing,  and  I  try  to  get  reporters 
to  buy  into  it,”  he  notes.  “You’ve  got  to 
work  at  a  story,  but  play  with  it  at  the 
same  time.  Treat  revision  as  just  another 
chance  to  write.” 

While  acknowledging  that  “you  can 
quickly  run  out  the  string  comparing 
journalism  to  poetry,”  he  does  believe  that 
finding  your  way  into  a  story  or  a  poem 
can  be  a  similar  process.  “Stories  have 
beats,  they  do  have  a  kind  of  rhythm.  If  a 
story  needs  work.  I’m  usually  looking  for 
that  part  of  the  story  where  a  reporter  has 
kind  of  calmed  down,  and  language  is 
more  relaxed.  A  lot  of  it  is  listening,  trying 
to  hear  and  see  language  that’s  natural 
and  quick  and  has  a  cadence  to  it.” 

Tucker’s  poem  The  Dancer  was  chosen 
by  Poet  Laureate  Ted  Kooser  for  his 
American  Life  In  Poetry  Project,  which 
every  week  posts  on  its  site  (www.ameri- 
canlifeinpoetry.  org)  a  poem  with  a  brief 
introduction  by  Kooser,  that  newspapers 
can  publish  for  free.  Tucker’s  poem  will 
be  offered  on  June  8.  The  potential  read¬ 
ership  of  10  million  “staggered”  him, 
he  says. 

Of  course,  poets  don’t  face  deadlines 
unless  they’re  self-imposed  —  and  Tucker, 
who  can  take  years  to  finish  a  poem,  has 
learned  to  accommodate  both  currents  of 
time.  A  day  “goes  by  in  a  blur,”  he  says. 
“Journalists  are  trying  to  slow  it  down, 
for  the  reader.  Poets  are  trying  to  stop  it 
forever,  if  they  can.”  11 


Before  coming  to  the  Star-Ledger  in 
1977,  Tucker  served  as  city  editor  of  The 
Philadelphia  Inquirer.  He  was  part  of  the 
team  that  won  the  2005  Pulitzer  Prize  for 
breaking  news  for  coverage  of  Gov.  James 
E.  McGreevy’s  resignation.  His 
j  tenacious  belief  that  “reporting  is 
^  j  a  kind  of  writing,  and  it’s  got  to  be 


into  cheap  jewels/under  his  boots.  ” 

Tucker,  who  essentially  blew  his  cover 
in  the  newsroom  when  he  began  entering 
and  winning  contests  for  his  poetry,  says 
he  decided  a  few  years  ago  that  it  was  time 

to  seek  a  wider  ^ _ 

audience:  “Part  of  w 

the  art  of  writing 

poetry  is  getting  it 

to  the  reader.  I’m 

a  compulsive  revi-  \  ' 

sionist anyway, 

but  just  taking 

that  step  —  the 

last  stages  of  get-  - 

ting  a  manuscript 

ready  to  send  out 

—  you  do  things 

that  add  another 

dimension  to  the  ^ 

way  you  write. 

I  think  it  adds 

another  level  of  | 

precision.” 

In  2005  he  won  the  Katharine  Bakeless 
Nason  Prize  presented  by  the  Bread  Loaf 
Writers’  Conference,  which  includes 
$1,000  and  publication  by  Houghton 
Mifflin.  The  contest  judge  was  poet  Philip 
Levine,  who  in  a  recent  New  York  Times 
profile  of  Tucker  praised  his  ability  to 
“aestbeticize  his  own  work.”  Tucker  wryly 
notes  that  “a  couple  of  reporters  started 
saying  to  me,  ‘I’m  going  to  send  my  story  to 
you,  and  it’s  well  aestheticized.’  They  were 
all  going  to  send  me  e-mails  with  haikus, 
but  fortunately  that  didn’t  happen.” 


An  EXCERPT  FROM  DaVID  TuCKER’S  POEM 
Morning  Edition: 

how  peaceful  to  walk  out  into  the  world 

we  just  wrote  about  while  it  shimmers 

as  if  just  made,  to  walk  through  the  steam 

of  sewer  vents,  past  the  crouched,  drizzling  doorways 

of  bedraggled  Newark,  having  told  what  we  knew, 

which  we  always  find  out  wasn’t  that  much  after  all. 

and  to  then  drive  away  as  the forklifts 

wobble  across  the  loading  dock,  raising 

the  unsteady  bales  of  the  morning  edition. 


as  exhaustive  as  we  can  make  it  —  it’s  all 
about  the  hunt”  is  reflected  in  his  poem 
City  Editor  Looking  for  News,  which  is 
dedicated  to  former  Inquirer  Editor  Jim 
Naughton,  with  whom  Tucker  worked. 

Tucker’s  own  love  of  newspapers  and 
language  took  root  in  Tennessee,  where 
he  and  his  brothers  were  raised  on  a  hard¬ 
scrabble  farm.  “One  of  the  big  deals  was 
the  Sunday  paper,  a  spectacular  event  in 
our  household,”  he  recalls.  “My  dad 
spread  it  all  over  this  little  shack.”  The 
family  later  moved  to  nearby  Linden,  a 


‘E&P’  scores  two  Neal  Awards 


E^P  has  earned  nine  Neal  Awards  since 
2002,  more  than  any  other  publication 
save  one  during  this  period.  The  magazine 
received  five  finalist  nods  this  time 

around,  the  second-best  showing  for 
any  publication  in  recent  years. 
MW  \  Other  nominations  were  for 
11^  j  '  I  best  news  coverage  (for  dozens 
^  \  of  print  and  Web  stories  on  the 

media  and  the  Iraq  war),  best  series 
(four  features  on  journalists  in  Iraq 
written  by  senior  editor  Joe  Strupp, 
npj  \  Allan  Wolper  and  Barbara 
j,^  I  Bedway)  and  best  single  issue 
\  '  (December  2004). 

’  The  award  presenters  were  New 

York  Times  financial  reporter  Diana 
B.  Henriques  and  Aric  Press,  editor  in 
chief  olAmeriean  Lawyer.  Marshall  Loeb 
presented  the  Grand  Neal.  11 


ON  March  23,  Editor  a  Publish- 
er  shared  top  honors  at  the  52nd 
annual  Jesse  H.  Neal  Awards,  the 
most  prestigious  in  business  journalism, 
by  taking  home  two  prizes.  ^ 

The  awards,  sponsored  by 
American  Business  Media,  were  ASILX 

announced  at  a  luncheon  ceremo- 
ny  attended  by  more  than  500  'Om 
people  at  the  Waldorf  Astoria  in 
New  York  City.  More  than  1,200 
entries  were  accepted  for  this  year’s 
competition. 

won  for  best  editorials  I 

(written  by  editor-at-large  Mark  \^RJ 

Fitzgerald)  for  the  fourth  consecu- 
tive  year,  and  best  subject-related 
series  of  articles  (by  associate  editor 
Jennifer  Saba  for  four  stories  on  the  news¬ 
paper-circulation  crisis). 
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Are  you  getting  it? 
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the  newspaper  industry,  you  have  to  get  Editor  &  Publisher,  in 
I  print  and  online,  only  E&P  gives  you  top-to-bottom  coverage 
of  the  newspaper  business  from  every  perspective. 

As  a  subscriber,  you’ll  have  24/7  access  to  exclusive  web 
content  on  editorandpublisher.com,  where  you’ll  find: 

•  Breaking  news  updated  hourly  —  real-time 
coverage  of  news  and  events  as  they  unfold. 

•  Timely  reports  from  six  crucial  departments; 
the  newsroom,  business,  advertising/circulation, 
technology,  online  journalism  and  syndicates. 

•  E&P’s  continually  updated  classifieds,  special 
newsletters,  our  Articles  Archive  Database  and 
much,  much  more. 

You’ll  also  get  E&P’s  monthly  magazine,  featuring  industry 
trends,  commentary  and  analysis  that  helps  put  the  latest 
news  in  perspective.  Monthly  in  print,  hourly  online,  E&P 
is  your  go-to  source  for  information  that  can  ensure  your 
continuing  success.  Subscribe  today! 
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Another  switcheroo  on  Sunday 


Courant  President/Publisher  Jack 
Davis  says  the  paper  switched  to  USA 
Weekend  because  it  wanted  some¬ 
thing  more  youth-oriented:  “We  re¬ 
spect  both  Parade  and  USA  Weekend. 
We  picked  USA  Weekend  over  Parade 
because  it  had  a  slight  edge  and 
made  for  a  better  Sunday  paper.” 
While  the  financial  aspect  played  a 
part,  he  adds,  the  “determining  fac¬ 
tor  was  not  economics,  but  content.” 

The  Courant  has  carried  Parade 
as  far  back  as  1949,  and  dropped  the 
supplement  briefly  in  1982  for  North¬ 
east  magazine.  The  paper  resumed 


‘The  Hartford  Courant’ 
rains  on  ‘Parade/  takes 
‘USA  Weekend’ 


BY  JENNIFER  SABA 


WHENEVER  A  NEWSPAPER 
makes  a  change  — 
whether  it’s  slashing 
stock  tables,  dropping  comics,  or 
shrinking  the  TV  section  —  the  move 
is  almost  guaranteed  to  bring  read¬ 
ers  to  the  gates,  torches  in  hand.  And 
so  it  goes  for  weekend  supplements, 
where  the  battle  for  eyeballs  grows 
ever  fiercer.  But  when  The  Hartford 
(Conn.)  Courant  decided  to  switch 
from  Parade  to  USA  Weekend  in 
February,  readers  came  out  in  droves 
to  voice  their  opinions. 

Reader  Scottie  Jackson  took  the 
poetic  approach  when  he  contacted 
the  paper  about  his  displeasure: 

“The  Courant  I  once  loved  the  most/ 
Its  greatness  now  merely  a  ghost/ 
They  killed  my  Parade  but  e.xpect 
to  get  paid/And  that’s  why  I  switched 
to  the  Post!" 

Another  reader  begged:  “I  cannot 
believe  that  the  Courant  has  discon¬ 
tinued  the  inclusion  of  Parade  maga¬ 
zine  in  their  Sunday  paper. ...  Please, 
please  bring  back  Parade  magazine.” 
Karen  Hunter,  the  Courant’s  read- 


f  “This  has 

been  a  great 
year  for  us. 
When  you 
pick  up 
three  metros,  it’s  a 
good  thing.’’ 

—  DAVE  BARBER  m  Weekend 


Not  Your  I 

Average 

Housewife 


SPECUU. 

HEALTH 

REPORT; 

cihap, 


its  partnership  with  Parade  in  1987 
until  this  February. 

Parade  President/Publisher  Randy 
Siegel  says  the  magazine  had  been 
in  negotiations  with  the  Courant  for 
about  four  months  prior  to  the  latter’s 
final  decision.  He  would  not  reveal 
the  details  of  the  Courant’s  contract, 
but  savs  papers  generally  sign  long¬ 
term  deals  (at  least  sLx  years)  with 
the  magazine.  “[The  Courant^  made 
a  series  of  demands  that  we  couldn’t 
agree  with,”  says  Siegel.  “They  in¬ 
volved  a  number  of  business  issues. 

“We  were  told  it  was  strictly  a 
financial  decision.  That  always  puls 
us  in  a  complicated  position,”  he  says, 
adding  it  was  more  Parade’s  decision 
to  walk  away  from  the  table. 

Siegel  also  declines  to  elaborate  on 
the  series  of  demands  the  Courant 
pressed  upon  Parade.  “All  our  rela¬ 
tionships  are  unique  to  the  particular 
markets,”  he  says,  adding  that  Parade 
does  not  pay  insert  fees. 

“It’s  sad  the  way  things  worked  out 


The ’Courant’ 

If 

L  series  of 

K  husiness- 

ikB  issue 
demands  “that  we 
couldn’t  agree  with.’’ 

—  RANDY  SIEGEL ! Parade  Publisher 


er  representative,  covered  the  swap 
in  her  column  after  receiving  a  heap 
of  mail  and  phone  calls  but  tells 
E^P  the  reaction  was  anticipated: 
“Any  time  we  change  something, 
readers  voice  their  opinions.” 
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What  was  Canon  thinking  when  they  nnade 
the  world’s  fastest  digital  SLR*  even  better? 


“Exactly  what 
I  was  thinking.” 


Peter  Read  Miller 

J  In  my  business,  you  hove  to  be 
fast.  Lightning  fast.  And  nothing's 
faster  than  my  Canon  EOS-1  D  Mark  It  N.  But  even  with 
its  8,5  frames-per-second  speed.  8.2-megapixel 

CMOS  sensor  and  incredibly  rugged  body.  Canon 

%  1 

wasn't  satisfied.  They  know*  pros  like  me  demand 
more. ‘to  they  delivered  a  larger,  brighter  2,5-inch 
LCD  screen  and  larger  burst  mode,  for  starters.  So 
you  can  thank  photographers  like  me  for  making 
the  world's  fastest  camera  even  better.  And  we  can 
all  thank  Canon  fa  listening. 
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mentation. 

But  now  that  the  Denver  Newspaper 
Agency  —  publisher  of  The  Denver  Post 
and  Rocky  Mountain  News  —  has 
begun  syndicating  its  online  platform 
YourHub.com,  newspapers  have  the  option 
to  adopt  a  citizen-journalism  format 
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This  local  experiment  in 
citizen  journalism  can  now 
be  adapted  everywhere 


BYMIKI  JOHNSON 

The  buzz  around  the  phrase 

“citizen  journalism”  is  undeniable. 
By  now  most  newspapers  have  at 
least  considered  incorporating  reader-con¬ 
tributed  content,  but  in  an  area  that  is  still 
largely  theoretical  and  undefined,  many 


individual  YourHub  Web  sites,  and  Den¬ 
ver’s  YourHub  headquarters  provides  host¬ 
ing,  technical  training,  and  free  upgrades. 
Currently,  readers  of  20  papers,  including 
The  Knoxville  (Tenn.)  News-Sentinel,  the 
Los  Angeles  Newspaper  Group,  and  the 
Scripps  Treasure  Coast  Newspaper  Group, 
are  posting  content. 

“We  made  a  commitment  to  be  better 
than  our  local  competition  at  providing 
hjper-local  community  news  and  to  attract 
advertisers  away  from  that  competition  as 
a  result,”  says  Amy  Brunjes,  managing 
editor  of  Treasure 
Coast’s  YourHub, 
which  went  live  last 
December  and  now 
includes  20  sites. 
“The  returns  have 
exceeded  our 


ucai^iicu  lui  iiicii  iiccud. 

or  small,  with  YourHub.com  newspapers 
“can  roll  out  a  citizen-journalism  platform 
in  their  market  in  30  days,”  says  Tricia 
Eitienne,  director  of  business  for  YourHub. 
com  syndication. 

YourHub,  released  last  May  by  the  Rocky 
Mountain  News,  is  a  series  of  expressly  local 
Web  sites  accessible  through  a  newspaper’s 
homepage  that  allow  users  to  post  stories 
and  photos.  The  sites  also  provide  readers 
news  about  their  community  from  other 
sources.  YourHub  produces  about  $5 
million  in  annual  revenue,  and  has  been 
receiving  about  309,000  page  views  per 
month  from  45,000  unique  visitors. 

Newspapers  can  syndicate  YourHub  for 
a  one-time  price  ranging  from  $2,000  to 
$10,000  based  on  market  size,  along  with 
an  additional  monthly  fee.  The  papers  re¬ 
ceive  software  that  allows  them  to  create 


I  expectations  at  all 

- 1  levels  ” 

YourHub  Managing  ^ 

Editor  Travis  Henry  , 

cate  YourHub  can 

also  purchase  reverse-publishing  tools  that 
output  Web  content  ready  for  integration 
with  the  print  edition.  In  Denver,  postings 
from  42  individual  community  YourHub 
pages  are  used  to  print  15  “topper”  sections 
for  both  the  Rocky  Moun  tain  News  and  the 
Denver  Post,  ranging  from  16  to  40  pages. 
Each  syndicating  paper  can  choose  how  it 
wants  to  transfer  YourHub  content  to 
print,  from  incorporating  it  in  community 
pages  to  printing  a  free  weekly  tab. 

The  Denver  agency  also  is  working  on 
a  third  syndication  option:  a  Web  tool  for 
classifieds  that  will  allow  users  to  upload 
advertisements  the  same  way  they  post  sto¬ 
ries  and  photos  on  YourHub.  This  newest 
development  is  a  direct  attempt  to  chal¬ 
lenge  advertising-revenue  depletion  from 
the  Googles  and  Craigslists  of  the  world. 


S*  YourHub.com 
I/I  delivers  news 
on  a  hyper- 
local  level, 

readers 


Denver’s  ‘Hub’  goes  national 


ing.  Often  they 
attract  the  same  accounts,  like  Dell,  and 
such  categories  as  packaged  goods.  Accord¬ 
ing  to  the  Publishers  Information  Bureau, 
which  tracks  magazine  advertising,  in  2005 
Parade  pulled  in  $626  million  in  advertis¬ 
ing  while  USA  Weekend  hooked  $431 
million.  (PBI  bases  its  data  on  open  rates.)  | 

USA  Weekend  is  carried  by  600  dailies  at  : 
a  circ  of  23.3  million.  Parade  has  a  higher 
circulation  (33.9  million),  even  though  it  is 
included  in  fewer  daily  papers  (370).  [ 

In  recent  years,  dozens  of  papers  have  ; 
switched  from  one  magazine  to  the  other;  | 
sometimes  they  experience  buyer’s  remorse 
and  return  to  their  original  home.  Life, 
a  new  competitor,  publishes  mostly  on  j 
Fridays.  11  ! 


According  to 
Barber,  newspa¬ 
pers  that  carry 
USA  Weekend  pay  i 
the  magazine  a 
portion  of  the 
manufacturing 
and  trucking 
costs;  USA  Week¬ 
end  rebates  some 


of  the  advertising 
revenue  back  to  , 
tbe  papers. 

Weekend  sup¬ 
plements  make 
their  money  from 
national  advertis- 


with  the  Courant”  Siegel  adds.  “We  hope 
to  be  back  in  Hartford  someday.” 

But  the  switch  involved  more  than  just 
the  Courant.  USA  Weekend,  which  is 
owned  by  Gannett,  snagged  the  paper 
partly  due  to  its  Tribune  sister  publica-  j 
tions,  the  Sun-Sentinel  in  Fort  Laud-  j 
erdale,  Fla.,  and  Newsday  in  Melville,  N.Y.  j 
“It  started  with  Newsday.  They  really 
wanted  to  bring  us  on  board,”  says  Dave 
Barber,  USA  Weekends  senior  vice  presi¬ 
dent  of  newspaper  relations.  Last  summer, 
the  Fort  Lauderdale  paper  was  renegotiat-  i 
ing  its  contract  with  the  Sunday  magazine.  ‘ 
As  part  of  the  deal,  Newsday,  which  carried 
Parade,  and  Hartford  made  the  decision 
to  switch  to  USA 
Weekend,  striking 
a  seven-year 
agreement.  News- 
day  confirmed  it 
replaced  Parade 
with  USA  Week¬ 
end  on  Jan.  1,  but 
declined  further 
comment. 


April  9,  2006 
Parade 


USA  Weekend 

If 
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which  YourHub  Managing  Editor  Travis 
Henry  says  was  one  of  the  platform’s  most 
important  initial  goals. 

When  YourHub  became  syndicated  last 
year,  it  also  became  an  LLC,  separate  from 
the  News  but  still  owned  by  its  parent  com¬ 
pany.  Twenty-six  newsroom  staffers  along 
with  additional  ad  representatives  were 
brought  on  for  the  site’s  launch,  a  fact  that 

1  Henry  says  scares  some  papers  interested 
in  syndication.  But  he  stresses  that 
YourHub  can  be  implemented  with  a  much 
smaller  staff;  only  seven  staffers,  for  exam¬ 
ple,  run  Treasure  Coast’s  20  YourHub  sites. 

What  is  essential  at  any  size  paper  that 
uses  YourHub,  however,  is  an  outreach 
program  to  help  the  community  get 
comfortable  with  the  posting  process. 

“The  biggest  obstacle  we  had  starting 
out  YourHub  was  getting  people  to  figure 
out  what  it  really  was,”  says  Henry.  “They 
were  just  not  used  to  it.”  So  YourHub  staff 
went  to  local  events,  took  pictures  of  peo¬ 
ple,  and  directed  them  to  the  site  to  view 
them.  Henry  and  his  staff  have  spoken  to 
Kiwanis  clubs  and  sports  leagues,  and  have 
brought  teachers  into  their  newsroom  to 
see  how  it  all  works. 

“It’s  sinking  in  and  people  are  realizing 
how  they  can  use  it,”  he  says,  pointing  to  a 
recent  post  from  a  local  soldier  serving  in 
Iraq  and  pictures  from  county  sheriffs  who 
helped  with  the  Katrina  cleanup  effort. 
Schools  are  also  using  the  site  to  publicize 
students  who  have  won  awards.  To  Henry, 
it’s  these  little  things  that  make  YourHub 
so  popular,  adding  that  YourHub  receives 
frequent  requests  for  copies  of  its  repub¬ 
lished  toppers  “for  someone’s  grandma.” 

Brunjes  says  the  response  at  Treasure 
Coast  has  also  been  overwhelmingly  posi¬ 
tive:  “We  are  inundated  with  e-mails  and 
calls  from  people  telling  us  what  a  great 
idea  this  is  and  how  much  they  look  for¬ 
ward  to  it  each  week.”  The  paper  gets  the 
added  benefit  of  being  able  to  track  what 
kinds  of  stories  appeal  to  their  readers  just 
by  checking  how  many  clicks  a  particular 
item  received. 

YourHub  has  proved  profitable  in  Denver 
and  other  syndicated  communities  because 
it  provides  another  venue  for  advertisers,  as 
does  the  reverse  publishing  of  Web  content. 
What’s  more,  the  highly  localized  format 
draws  in  small  advertisers  whose  limited 
resources  are  better  used  to  reach  a  tightly 
targeted  area.  Of  the  substantial  advertising 
pulled  in  since  YourHub  launched,  Eitienne 
reports  about  50%  of  it  came  from  busi¬ 
nesses  that  had  never  previously  advertised 
with  the  paper.  S 
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MICHAEL  MULVEY,  THE  DALLAS  MORNING  NEWS,  APRIL  18 

S  THE  ANSWER  TO  THE  IRAQ  CATASTROPHE  BLOWING  IN 

the  wind?  Here,  smoke  billows  from  the  stacks  of  a  power 
plant  near  forward  operating  base  Iskandariyah  in  Iraq  as 
soldiers  from  the  67th  Armor,  4th  Infantry  Division  pay  tribute 
to  two  comrades  killed  in  an  lED  attack  near  Karbala:  Spc. 
Roland  E.  Calderon-Ascencio,  21,  of  Miami,  and  Cpl.  Scott 
M.  Bandhold,  37,  of  North  Merrick,  N.Y.  —  Greg  Mitchell 


One  happy  FAS-FAX  report  (so  far) 

BY  JENNIFER  SABA 

HIS  SPRING’S  FAS-FAX,  TO  BE  RE- 

leased  May  8,  is  e.xpected  to  be  just 
a  bit  easier  on  the  eyes,  with  circula¬ 
tion  starting  to  show  some  stability. 

One  paper  has  already  announced  gains 
in  both  daily  and  Sunday  copies:  The 
Pioneer  Press  in  St.  Paul,  Minn.,  one  of  the 
12  Knight  Ridder  “orphans”  put  up  for  sale. 

Its  daily  circ  grew  2%  to  194,105,  and 
Sunday  was  up  1.6%  to  251,565  for  the  six- 
month  period  ending  March  2006. 

Delve  into  those  numbers  and  there’s 
even  more  good  news:  an  increase  in  paid 
home-delivered  copies.  “We  got  back  to 
the  basics,”  e.xplains  circulation  sales  and 
marketing  director  Andrew  Mok,  “with  pre- 
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paid  quality  orders.” 

The  paper  dug  into 
its  subscriber  chum 
and  found  people 
tended  to  let  bills  slip. 
The  key:  get  sub¬ 
scribers  to  pay  up 
front  —  for  13  weeks 
to  a  frill  year.  Mok 
notes  that  EZPay 
didn’t  turn  out  to  be 
a  successful  fit  for  the  paper,  so  it  moved 
away  from  automatic  renewal;  subscribers 
were  often  putting  a  stop  on  orders  once 
they  received  their  credit  card  or  bank 
statements.  The  gains,  however,  are  “some¬ 
thing  for  us  to  be  proud  of”  he  adds.  [U 


Andrew  Mok,  who’s 
a  fan  of  renewals 
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i  I  It’s  a  seller’s  market 


Talldng  ads  click 
at  Florida  paper 


BYMIKI  JOHNSON 

T’S  A  COMMON  DILEMMA:  YoU’RE 
shopping  online  and  have  a  question 
about  an  item,  or  hours,  or  shipping, 
but  the  only  way  for  you  to  contact  the 
advertiser  is  through  sometimes  slow, 
often  unanswered  e-mail.  Until  now. 

With  the  Palm  Beach  Post’s  “Talk-to- 
Seller”  button,  almost  every  item  adver¬ 
tised  online  through 
the  paper  (about 
24,000  at  any  given 
time)  is  accompanied 
by  a  clickable  icon  that 
prompts  the  user  to 
enter  their  phone 
number  and  choose 
to  be  connected  to 
the  advertiser  in  one, 
three,  or  five  minutes. 

“What  we  like  about 
it  is  not  only  the  ability 
to  instantly  connect 
buyers  and  sellers,”  says 
PalmBeachPost.com  General  Manager  Dan 
Shorter.  “It’s  that  the  buyer  clearly  hears  that 
we  sent  them  the  lead.”  When  a  call  from  the 
Talk-to-Seller  service  rings  on  the  advertis¬ 
er’s  phone,  it  is  preceded  by  a  recording, 
“Stand  by  for  a  lead  from  the  Palm  Beach 
Post”  in  either  English  or  Spanish.  ' 


Since  the  project  was  launched  last 
i  August,  it  has  generated  about  400  calls 
i  per  week:  51%  for  job  recruitment  and 
j  39%  for  real  estate.  The  remaining  12% 
includes  auto  and  other  classifieds  as  well 
as  customer  care  calls  to  the  Florida  daily, 
often  about  its  extensive  online  ad  capabili- 
1  ties.  In  fact,  the  technology  was  developed 
i  with  click-to-call  provider  eStara  to  allow 
users  placing  Post 
ads  to  connect  more 
easily  with  the  paper. 

Seeing  that  the 
service  could  also 
give  advertisers  with¬ 
out  a  Web  presence 
(such  as  someone 
placing  a  one-time 
classified  ad)  a  way 
to  promote  sales  to 
online  shoppers,  the 
Post  ad  staff  decided 
to  offer  the  Talk-to- 
Seller  option  free  to 
all  advertisers.  “We  felt  like  it  was  time 
to  give  one  back,”  says  Shorter. 

The  click-to-call  technology  is  only  part 
of  the  paper’s  extensive  defense  against 
such  dollar-stealing  online  classified  serv¬ 
ices  as  eBay  and  Craigslist.  The  Post 
offers  a  suite  of  online  advertising  options 
that  have  undoubtedly  contributed 
to  Shorter’s  report  that  this  year 
the  paper’s  revenue  grew  69%  and 
profits  overshot  estimates  by  $4 
million.  The  newspaper  also  won 
a  Digital  Edge  Award  from  the 
National  Newspaper  Association 
last  year  for  “Best  Advertising 
Program”  in  its  circ  category 
(the  Post  has  a  weekday  circ  of 
154,800, 190,931  Sunday). 

The  ad  staff  also  has  digitized  all 
content  that  appears  in  the  Post’s 
ads.  This  means  every  word  and 
every  item  advertised  by  the  news¬ 
paper  can  be  searched  as  well  as 
distributed  easily  to  multiple 
advertising  platforms. 

The  most  important  of  these 
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Using  this  new  technology,  shoppers  checking  out  online 
classifieds  need  only  click  on  a  button  to  reach  sellers. 


“If  you  give 
people  value, 
they’ll  not 
only  buy  you, 
they’ll  buy 
you  again  and  tell  their 
neighbors.’’ — dan  shorter  / 

General  Manager,  PalmBeachPost.com 


Placed  in  high-traffic  areas,  the  Palm  Beach 
Post’s  kiosks  display  different  classified  ads. 


alternate  advertising  venues  is  the  paper’s 
kiosks,  which  can  be  found  in  a  six-county 
area  in  malls  and  libraries.  The  brightly 
colored,  ATM -sized  machines,  vwth  touch¬ 
screen  displays,  carry  the  Post’s  logo  on 
their  plastic  facades  and  can  display  auto, 
real  estate,  or  job  listings  for  the  paper. 
Through  this  onscreen  interface,  users  can 
set  up  a  job  interview  or  a  test  drive,  print 
out  listings,  and  even  purchase  the  paper. 

The  kiosk  program  was  introduced  in 
late  2002  with  job  listings,  and  was  so  suc¬ 
cessful  that  the  paper  added  the  auto  cate¬ 
gory  in  2004  and  real  estate  later  that  year. 
The  kiosks,  which  now  play  30-second 
videos  created  by  the  paper’s  ad  staff' for  ad¬ 
vertisers,  are  accessible  to  approximately  5 
million  people  a  month,  with  280,000 
users  and  2.15  million  page  views  in  2005. 

“We’re  doing  a  lot  of  things  to  show 
people  we  can  reach  a  larger  audience  and 
non-readers,”  Shorter  adds. 

Imperative  to  this  multi-platform  ap¬ 
proach  was  the  Post’s  advertising  ID  num¬ 
bers,  which  allow  users  to  search  online 
using  a  number  associated  with  each  item 
in  every  ad.  The  paper  also  offers  popular 
packages  that  allow  advertisers  to  upload 
up  to  eight  photos  for  each  ad  (many  of 
which  play  on  kiosks)  and  add  700  words 
of  text  and  a  video  or  audio  file.  “If  you  give 
people  value,”  Shorter  insists,  “they’ll  not 
only  buy  you,  they’ll  buy  you  again  and 
they’ll  tell  their  neighbors.”  [1 
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the  news  side  for  crimes  and  car  accidents, 
but  Van  Patten  thought  it  could  enhance 
revenue,  especially  in  the  classified  section. 
For  yard  sales,  people  tend  to  advertise  for 
only  one  day.  But  now,  the  paper  is  using 
the  mapping  as  an  upsell: 

I  run  an  ad  for  two  days,  and 
the  paper  will  include  the  ad’s 
address  in  its  map.  “We  hardly 
get  turned  down,”  adds  Van 
Patten,  who  implemented  the 
concept  in  early  April.  “Once 
people  see  it,  they  like  it.” 

On  average,  it  costs  $12  to 
$15  a  day  to  run  a  basic  yard- 
sale  ad,  but  the  paper  can  net  as 
much  as  $30  with  add-ons.  The 
Daily  News  will  run  the  mash- 
up  feature  through  October. 

“I  don’t  think  there’s  any 
question  that  publishers  should 
be  moving  in  this  direction,”  says 
Barry  Parr,  a  media  analyst  with 
online  intel  firm  JupiterResearch,  especial¬ 
ly  since  online-classified  competitors  such 
as  Microsoft’s  Windows  Live  Expo  and 
Google  Base  are  already  experimenting 
with  the  feature.  li 


BY  JENNIFER  SABA 

The  Daily  News  in  Bowling 
Green,  Ky.,  is  one  of  the  first 
newspapers  to  chart  the  “mash- 
up”  concept  with  classified  ads.  The 
21,111-daily  circ  paper  is  combining  data 
from  Google  Maps  and  yard-sale  ads 
from  its  classified  section.  The  result: 
an  online  map  that  pinpoints  the  exact 
location  of  the  sales. 

A  reader  can  zoom  in  for  cross 
streets,  or  zoom  out  to  see  how  many 
other  yard  sales  are  in  a  given  area. 

Click  on  the  virtual  “tack”  and  a  win¬ 
dow  pops  up  with  the  details  of  the  ad. 
“This  is  our  first  foray  into  using  this,” 
says  Daily  News  General  Manager 
Mark  Van  Patten.  “We  think  it  has  a 
lot  of  potential.” 

A  “mash-up”  takes  data  from  different 
sites  and  puts  them  together  in  a  new  and 
meaningful  way. 

Van  Patten  happened  upon  the  idea  on  a 
blog  called  mapbuilder.net.  “This  guy  was 
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Bargain  hunters  can  now  check  out  the 

Daily  News’  Web  site  for  a  map  of  regional  yard  sales. 

doing  a  lot  of  Google  Maps,  primarily  with 
static  data,”  he  says.  “I  sent  him  an  e-mail 
and  pitched  him  an  idea”  of  building  an 
application  that  the  Daily  News  could  use. 
At  first,  the  paper  applied  the  concept  to 
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STORY  TIME 

Quinnipiac  recently 
sponsored  a  trip  for 
graduate  journalism 
students  to  the  nationally 
recognized  Nieman 
Conference  on 
Narrative  Journalism. 
What  did  they  learn? 
That  technique  and 
style  can  be  used  in 
narrative  writing  to 
tell  nonfiction  stories 
creatively. 


QUINNIPIAC  ON 
THE  CAMPAIGN 

To  help  Connecticut  voters  learn 
more  about  last  year's  Presidential 
race,  students  from  the  M.S. 
program  in  Interactive  4(1 

Communications  designed  j// 
and  created  a  website 
for  television  station  Fox 
61 .  They  got  to  strut  their 
stuff  and  prove  to  high-level 
professionals  they've  got  skills. 


Quinnipiac  University  is 

preparing  news  professionals  and 
interactive  multimedia  producers  to 
meet  the  challenges  and  technological 
innovations  of  tomorrow.  For  more 
information  call  1-800-462-1944  or 
visit  www.quinnipiac.edu. 

Quinnipiac  University 

Hamden,  Connecticut 


THE  FUTURE,  TODAY 

Did  you  know  that  the  Ed  McMahon 
Mass  Communications  Center  now  has 
a  high-definition  TV  (HDTV)  studio?  It 
makes  Quinnipiac  one  of  the  country's 
first  universities  to  give  students  access  to 
these  state-of-the-art  facilities  -  the  kind 
used  by  ESPN  and  NBC. 
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design,  in  the  Virginia 
Press  Association’s  , 
annual  competition. 

The  Southeast  Missouri- 
ah  in  Cape  Girardeau 
won  four  awards  in  the 
Missouri  Associated 


Press  Managing  Editors 
2005  News  Writing 
Contest,  including  first 
place  in  the  Community 
Affairs/Public  Interest 
category  for  a  series 
of  stories  about  litter. 


^ASSOCIATIONS^ 

Douglas  E.  Franklin, 
publisher  of  the  Dayton 
Daily  News,  has  been 
elected  president  of 
The  Ohio  Newspaper  , 


^AWAROS^ 

The  Free  La  nee- Star 
in  Fredericksburg,  Va., 
received  10  awards, 
including  nods  for  edito-, 
rial  writing  and  page 


Association.  The 
Alabama  Press  Associa¬ 
tion  has  elected  Carol 
Pappas,  editor  and  pub¬ 
lisher  of  The  Daily  Home 
and  Sf.  Clair  Times, 
its  new  president. 


A  L  A  B  A  M  A 

Steve  Schmidt  has  been  appointed  publish¬ 
er  of  the  TimesDaily  in  Florence.  He  has 
been  advertising  director  of  The  Ledger 
in  Lakeland,  Fla.,  since  1995. 


ARKANSAS 

Gene  McCoy  has  been  named  sports  editor 
of  The  Baxter  Bulletin  in  Mountain 
Home.  McCoy  has  been  a  sportswriter 
for  the  Bulletin  for  nine  years. 


CALI  F  O  K  N  1  A 
Paul  Taylor  has  ben  named  circulation 
director  of  The  Tribune  in  San  Luis  Obis¬ 
po.  Taylor  was  circulation  sales  manager 
and  single-copy  sales  manager  at  the 
Missoulian  and  Ravalli  Republic  in 
Missoula,  Mont.,  for  five  years.  He 
replaces  Jeff  Brinley,  who  resigned  last 


year  to  become  circulation  director  for 
The  Idaho  Statesman  in  Boise. 


Lynn  Dickerson  has  been  appointed  vice 
president  for  operations  at  the  McClatchy 
Co.  Most  recently,  Dickerson  served  as 
publisher  of  The  Modesto  Bee. 


Gerald  “Jerry”  Symon  has  been  named  gen¬ 
eral  sales  manager  for  Hoy  Los  Angeles. 
Symon  most  recently  was  vice  president 
of  business  development  for  alternative 
and  innovative  marketing,  LLC. 


Joe  Lauletta  has  been  named  circulation 
director  for  the  free  Daily  News  Group, 
which  includes  the  Palo  Alto  Daily  News. 
Lauletta  most  recently  served  as  national 
distribution  manager/targeted  publica¬ 
tions  for  Knight  Bidder. 


FLORID  A 

Allen  Parsons  has  been  appointed  publish¬ 
er  of  the  Star-Banner  in  Ocala.  Parsons 
has  served  as  publisher  of  the  TimesDaily 


circulation  sales 


OKLAHOMA 


Eric  Wynn 

has  been  named 


and  marketing 
manager  for  The 
Oklahoman.  He  most  recently 
was  distribution  manager  for 
the  Victoria  (Texas)  Advocate. 


CALIFORNIA 

Lumbye 

Jp^  Betsy  Lumbye  has  been  appointed  exec- 

^  ^  utive  editor  and  senior  vice  president  of 

^  The  Fresno  Bee.  She  has  served  as  manag- 

.  ..  r  ing  editor  since  1998.  Lumbye  began  her 
career  at  her  hometown  newspaper,  The 
Fauquier  Democrat  in  Warrenton,  Va., 
and  worked  as  a  reporter  and  editor  at 
the  Colorado  Springs  Sun  and  The 
Knoxville  (Tenn.)  Journal  before  she  became  metro  editor  at 
The  Record  in  Stockton,  Calif  She  was  named  managing  editor 
at  The  Herald  in  Rock  Hill,  S.C.,  before  joining  the  Bee  in  1997 
as  assistant  managing  editor.  Lumbye  succeeds  Charlie  Waters. 


Steve  Gall  has  been  appointed  publisher 
of  Vail  Daily.  Gall  most  recently  served 
as  advertising  director  of  the  Duluth 
(Minn.)  News  Tribune. 

Howard  Saltz  has  been  named  vice 
president  for  content  development  at 
MediaNews  Group  Interactive  in  Denver. 
Saltz  has  served  as  associate  editor/new 
media  since  2001. 

Doug  Bell  has  been  named  editor  of  the 
Canyon  Courier  in  Evergreen.  Bell  previ¬ 
ously  served  as  a  copy  desk  chief  at  the 
Rocky  Mountain  News  in  Denver. 

C  O  N  N  E  C  1  I  C  U  I 
Eric  Conrad  has  been  named  editor  of  The 
News-Times  in  Danbury.  He  most  recently 
was  managing  editor  of  the  Portland  Press 
Herald! Maine  Sunday  Telegram. 


BY  SHAWN  MOYNIHAN 
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Mark  Godi  has  been  named  sports  editor  at 
the  Calaveras  Enterprise  in  San  Andreas. 
He  replaces  Ryan  Wallace. 

COLORADO 

John  Temple,  editor,  president,  and  pub¬ 
lisher  of  the  Rocky  Mountain  News  in 
Denver,  is  taking  on  the  additional  role 
of  director  of  content  for  the  E.W.  Scripps 
Co.’s  newspaper  division.  He  will  serve 
in  an  advisory  capacity  to  Scripps  editors 
and  publishers  on  editorial  issues. 
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Mike  Luckovich,  on  winning  the  Pulitzer  Prize 
for  Editorial  Cartooning. 


Mike  Luckovich  has  been  awarded 
his  second  Pulitzer  Prize  for  Editorial 
Cartooning,  the  10th  Pulitzer  Prize 
presented  to  The  Atlanta  Journal- 
Constitution  and  its  staff  memoers. 
Recognized  for  his  challenging  and 
thought-provoking  illustrations, 
Luckovich  makes  the  most  complicated 
issues  accessible  to  readers. 


Among  the  entries  reviewed  by  Pulitzer 
judges  was  Luckovich’s  memorable  yet 
heartbreaking  cartoon  that  marked  the 
death  of  the  2,000th  U.S.  soldier  in  Iraq 
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of  The  Saginaw  News.  Chafee  will  contin¬ 
ue  in  his  previous  capacity  as  editor. 


in  Florence,  Ala.,  since  October.  He 
succeeds  Bruce  Gaultney,  who  has  been 
appointed  publisher  of  the  Worcester 
(Mass.)  Telegram  &  Gazette. 


MISSISSIPPI 
Julie  Finley  has  been  promoted  to  manag¬ 
ing  editor  of  The  Natchez  Democrat.  She 
has  served  as  news  editor  since  2005. 


ILLINOIS 

Tom  Zalabak  has  been  named  vice  presi¬ 
dent  of  advertising  for  Liberty  Suburban 
Chicago  Newspapers.  He  has  worked  for 
Hollinger  International  in  various  adver¬ 
tising  management  positions  since  2003. 


Woodrow  Wilkins  Jr.  has  been  named  man¬ 
aging  editor  of  the  Delta  Democrat  Times 
in  Greenville.  He  is  promoted  from  senior 
reporter.  Lynn  LaFoo  has  returned  to  the 
Democrat  Times  as  editor  of  its  Accent 
section.  LaFoe,  who  previously  served  as 
Lifestyles/Accent  editor,  left  the  newspa¬ 
per  nearly  three  years  ago. 


IOWA 

Joel  Gray  has  been  promoted  to  advertising 
manager  and  general  manager  of  the 
Charles  City  Press,  from  advertising 
executive.  He  replaces  Richard  Gifford. 


M  1  S  S  O  U  R  I 

Tony  Messenger  has  been  named  editorial 
page  editor  of  the  Springfield  News- 
Leader.  Messenger  has  been  a  columnist 
for  the  Columbia  Daily  Tribune  since 
2003.  He  succeeds  Robert  Leger,  who 
joined  the  editorial  board  of  The  Arizona 
Republic  in  February. 


K  E  N  T  U  C  K  Y 

Peter  L.  Mio  has  been  appointed  publisher 
of  the  Glasgoic  Daily  Times.  Mio  most 
recently  served  as  publisher  of  the  Daily 
Record  in  Rochester,  N.Y. 


LOUISIANA 

Billy  Liggett  has  been  promoted  to  manag¬ 
ing  editor  of  the  Opelousas  Daily  World. 
Liggett  has  served  as  city  editor  since 
joining  the  paper  in  May  2004. 


N  E  W  J  E  R  S  E  Y 
Stephen  H.  McCarthy  has  been  promoted 
to  editor  of  the  Herald  News  in  Passaic 
County,  from  managing  editor.  He  suc¬ 
ceeds  James  M.  McGarvey,  who  now  directs 
online  news  content  for  the  Herald  News 
and  The  Record  in  Bergen  County. 


MARYLAND 

Tim  Wheatley  is  the  new  assistant  manag¬ 
ing  editor/sports  at  The  Sun  in  Baltimore. 
He  most  recently  was  assistant  managing 
editor/sports  at  The  Indianapolis  Star. 


N  E  W  YORK 

George  R.  Hearst  III  has  been  appointed  \ice 
president,  associate  publisher,  and  gener¬ 
al  manager  of  the  Times  Union  in  Albany. 
Hearst  has  served  as  the  newspaper  s  vice 
president  and  associate  publisher  since 
1998.  Kathleen  A.  Hallion  has  been  promot¬ 
ed  to  vice  president  of  advertising,  from 
advertising  director. 


M  A  S  S  A  C  II  U  S  E  T  I  S 
Alan  J.  White  has  been  named  senior  editor 
of  the  Eagle-Tribune  Publishing  Co.  in 
North  Andover.  White  most  recently 
served  as  senior  managing  editor  of  The 
Eagle-Tribune,  also  in  North  Andover. 
David  Joyner,  editor  of  The  Salem  News, 
replaces  White  as  senior  managing  editor. 


Corzen  measures  classified  advertising 
in  competing  local  Web  sites.  We  can 
tell  you  which  of  your  advertisers  are 
now  using  your  online  competitors  in 
Recruitment,  Auto  &  Real  Estate. 


Peter  Ockerbloom  has  been  promoted  to 
vice  president  of  retail  and  national 
advertising  at  The  Boston  Globe.  He  most 
recently  was  retail  advertising  director. 
Timothy  J.  Murphy  has  been  appointed  vice 
president  of  advertising,  marketing,  and 
sales.  He  previously  served  as  executive 
director  of  advertising  marketing. 


the  San  Antonio  Express-News. 
She  most  recently  was  national 
sales  manager  for  Morris  Com¬ 
munications  in  Augusta,  Ga. 


Subscribe  now  to  Corzen's  competitive 
online  data  services,  and  find  out  what 
your  advertisers  are  doing. 


Corzen 

Recruitment  •  Auto  •  Real  Estate 


M  I  C  H  I  G  A  N 

H.  Renee  Hampton  has  been  appointed  di¬ 
rector  of  projects  for  Booth  Newspapers 
in  Grand  Rapids.  Hampton  most  recently 
served  as  publisher  of  The  Saginaw  News. 


www.corzen.com  info@corzen.com 


Paul  Chafee  has  been  appointed  publisher 
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Mary  Zerafa  has  been  named  general  man¬ 
ager,  a  newly  created  position,  at  Impre- 
Media  Digital.  Previously,  she  served  as 
corporate  director  of  marketing  for  Im- 
preMedia  and  vice  president  of  market 
development/ncw  media  for  La  Opinion. 

Gerald  Marzorati,  editor  of  The  New  York 
Times  Magazine,  has  been  named  an 
assistant  managing  editor.  Marzorati 
was  named  editor  of  the  magazine  in 
2003,  and  will  continue  in  that  capacity. 
Greg  Brock  has  been  named  senior  editor. 
Brock  has  been  news  editor  at  the  Times' 
Washington  Bureau  for  four  years.  He 
replaces  Bill  Borders. 

NORTH  CAROLINA 
Julie  Martin  has  been  named  managing 
editor  of  the  Star-News  in  Wilmington. 
Martin  has  served  as  managing  editor 
of  The  Asheville  Citizen-Times.  She 
succeeds  Tim  GriggS,  who  in  December 
was  promoted  to  executive  editor. 

li 

OHIO 

Richard  A.  Fuller  has  been  appointed 
director  of  circulation  for  The  Blade  in 
Toledo.  Fuller  most  recently  served  as 
circulation  director  of  the  Connecticut 
Post  in  Bridgeport. 

M 

I  i  O  R  L  A  II  O  M  A 

Chrissie  Isenberg  has  been  named  manag¬ 
ing  editor  of  Duran  t  Daily  Democrat. 
Isenberg  has  served  as  reporter  for  the 
Democrat  for  the  past  two  years. 

II  PENNSYLVANIA 

John  Secor  has  been  named  editor  in  chief 
of  The  Evening  Bulletin  in  Philadelphia. 
Secor  most  recently  worked  for  newspa¬ 
per  software  company  Harris  &  Baseview. 

1 1  TENNESSEE 

John  Dennan  has  been  named  vice  presi¬ 
dent  of  operations  at  The  Commercial 
Appeal  in  Memphis.  Previously,  Dennan 
was  vice  president  of  production  at  the 
St.  Louis  Post-Dispatch. 

I  TEXAS 

Maurice  “Buddy"  King  has  been  appointed 
publisher  of  the  Texarkana  Gazette  and 
i  president  of  Palmer  Newspapers.  King 
j  has  served  for  17  years  as  the  Gazette’s 
general  manager. 

Sergio  Salinas  has  been  appointed  execu- 
j  tive  vice  president  and  general  manager 
of  the  San  Antonio  Express-News.  He  has 
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Barry  Bingham  Jr.  | 

72,  Died  April  3 

EDITOR/PUBLISHER,  THE  COURIER-JOURNAL.  LOUISVIllE  (KY.)  TIMES 

A  COLORFUL  NEWSROOM  PRESENCE  KNOWN  FOR  I 

his  pursuit  of  ethics  in  journalism,  Barry  j 

Bingham  Jr.  led  The  Courier-Journal  and  the  ! 

Louisville  Times  in  Kentucky  to  three  Pulitzer  Prizes  ! 

before  his  family’s  media  empire  was  dismantled  in  i 

1986.  The  former  newspaperman,  who  had  long  since 
retired,  died  of  respiratory  failure. 

Bingham’s  Scottish  caps  and  waxed  mustache  made 
him  a  hard  figure  to  miss.  WhUe  serving  as  editor  and  1 

publisher  from  1971  to  1986  he  regularly  stressed  the  [ 

role  of  the  two  newspapers  as  a  public  trust,  and  stuck  to  his  guns  in  the  face  of 
business  and  ethical  issues.  But  his  unwillingness  to  compromise  in  a  financial  deal  1 
involving  his  family-owned  media  company  cost  him  dearly.  f 

George  Barry  Bingham  Jr.  was  bom  the  son  of  Barry  and  Mary  Caperton  Bingham.  | 
His  grandfather,  Robert  Worth  Bingham,  had  decades  before  purchased  the  Courier-  \ 
Journal  and  the  Times.  A  Harvard  graduate,  he  found  himself  having  to  take  over  both 
papers  in  the  1960s  after  his  brother  Worth  was  killed  in  an  auto  accident.  i 

During  the  1980s,  Bingham  strongly  suggested  that  his  mother,  his  sisters,  and  his  i 
wife  be  removed  Irom  the  boards  of  his  family’s  media  companies  and  be  replaced  by  \ 
professional  directors.  The  ensuing  family  feud,  particularly  with  his  sister,  Sallie,  i 
eventually  led  to  his  father’s  decision  to  sell  the  newspapers.  1 

Bingham  and  his  wife,  Edie,  were  married  for  more  than  40  years. 


AMERICAN  COMMUNITY  NEWSPAPERS  LLC 
of  Eden  Prairie,  MN 
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SUN  PUBLICATIONS 
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Kansas  City  publications 
with  combined  weekly 
circulation  of  150,000 
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We  are  pleased  to  have  represented  American  Community  Newspapers  LLC 
in  this  transaction. 


Dirks,  Van  Essen  &  Murray 

Santa  Ft-  NM  t:  505.820.2700  1 :  505.820.2900  www.dirksvaiiessrn.corn 
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Fred  Paxton 

73,  Died  April  2 
BOARD  CHAIRMAN,  PAXTON 
MEDIA  GROUP 

JAMES  Patrick 
“Fred”  Paxton,  who 
over  his  48-year  career 
saw  the  Paxton  Media 
Group  evolve  into  one 
of  the  country’s  largest 
privately  owned  newspa¬ 
per  chains,  has  died  of 
pancreatic  cancer. 

Previously,  Paxton  had 
served  as  president  of 
the  company,  publisher 
of  The  Paducah  (Ky.) 
Sun,  and  president  of 
WPSD-TV  in  Paducah. 

Paxton  was  a  reporter 
and  editor  for  the  Sun- 
Democrat,  now  The 
Paducah  Sun,  before  he 
became  managing  direc¬ 
tor  for  WPSD-TV  in 
1961.  He  was  appointed 


president  of  the  TV 
station  and  publisher 
of  the  paper  in  1972. 

Two  years  later,  he  be¬ 
came  president  of  the 
media  company’s  parent, 
Paducah  Newspapers 
Inc.,  which  became 
Paxton  Media  Group. 

He  was  appointed  board 
chairman  in  2000. 

He  and  his  wife,  Peggy 
Sabel  Paxton,  were 
married  for  51  years. 

Jim  Barbieri 

77,  Died  April  1 

EDITOR,  THE  NEWS-BANNER, 
BLUFFTON,  IND. 

News-Banner  Edi- 
tor  James  C.  “Jim” 
Barbieri,  one  of  the  most 
highly  regarded  journal¬ 
ism  figures  in  Bluflfton 
and  Wells  County,  Ind., 
has  died.  He  was  known 


for  reporting  news  in 
his  beloved  towns  fairly 
and  accurately,  and 
championed  projects 
toward  betterment  of 
the  community. 

Barbieri  had  worked 
since  1950  at  the  News- 
Banner  in  advertising, 
circulation,  and  as  pub¬ 
lisher.  He  became  gener¬ 
al  manager  and  editor  in 
1975  and  co-owner,  pres¬ 
ident,  and  publisher  in 
1986.  He  continued  to 
write  stories  and  a  daily 
editorial  in  recent  years 
until  his  illness. 

Following  his  death, 
News-Banner  staffers 
estimated  the  hard¬ 
working  Barbieri 
penned  approximately 
two  million  inches  of 
story  text  throughout 
his  56-year  career. 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 

than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 


1605  Colonial  Parkway.  Suite  200  •  Inverness,  Illinois  6(X)67-47.12 
847.99I.69(X)  •  Fax  847.934.6607  •  info@youngswalker.com 


The  Knight-Batten  Awards  for 
Innovations  in  Journalism  call  for  entries 

DEADLINE: 

June  15,  2006 

Seeking  novel  efforts  that: 

O  use  new  information  ideas  and  technologies 

O  compellingly  engage  people  in  public  issues 

O  invite  participation  and  trigger  community  impact 
O  originated  between  May  1, 2005  -  June  12,  2006 

$10,000  Grand  Prize 

$5,000  in  Special 
Distinction  Awards 

New!  $1,000 
“Wild  Card”  Award 

Administered  by;  J-Lab;  The  Institute  for  Interactive  Journalism 
-.jl  7100  Baltimore  Ave.  #101,  College  Park,  MD  20740 

E:  news@j-lab.org  P:  301-985-4020 

/ to  Funded  by  The  John  S.  and  James  L.  Knight  Foundation 

More  info: 

www.j-lab.org 

served  as  senior  vice  president  of  sales 
and  marketing  since  2004.  Susan  Pape 
has  been  named  executive  vice  president 
of  finance  and  administration,  a  promo¬ 
tion  from  senior  vice  president  of  finance. 
Lilia  Castillo  Jones  has  been  promoted  to 
senior  vice  president  of  advertising,  after 
serving  as  director  of  display  advertising 
since  2003.  Teresa  Nino  has  been  named 
marketing  director  after  serving  as  direc¬ 
tor  of  community  relations  since  2004. 

Terry  Greenberg  has  been  named  editor 
of  TheAvalanche-Joumal  in  Lubbock. 

He  most  recently  was  editor  of  The 
Pantagraph  in  Bloomington,  Ill. 

Todd  Neal  and  Ken  Whitfield  have  been  ap¬ 
pointed  vice  presidents  in  The  Houston 
Chronicle's  advertising  division.  Neal  has 
been  named  vice  president  of  classified 
advertising,  while  Whitfield  is  now  vice 
president  of  display  advertising.  Neal 
is  promoted  from  classified  advertising 
director,  a  post  he  has  held  for  the  past 
two  years.  Whitfield  has  served  as  retail 
advertising  director  for  the  past  year. 

WASHINGTON 
Teresa  Keplinger  has  been  named  advertis¬ 
ing  director  at  The  Columbian  in  Vancou¬ 
ver.  Keplinger  has  served  as  advertising 
director  of  Salem  (Ore.)  Statesman 
Journal  since  2000. 

Wise  O  N  S  I  N 

Avi  Stern  has  been  named  executive  editor 
of  The  Reporter  of  Fond  du  Lac.  Stern  is 
the  former  business  editor  of  The  Post- 
Crescent  in  Appleton. 

Bill  Livick  has  been  named  editor  of  the 
Oregon  Observer.  Livick  has  served  as  a 
reporter  for  the  Unified  Newspaper 
Group  since  August  2000. 

♦  •  ♦ 

MASSACHUSETTS 

Bruce 
Gaultney 

to  publisher  of 
the  Worcester 
Telegram  ^ 
Gazette.  Gaultney  has  been 
publisher  of  the  Star-Banner 
in  Ocala,  Fla.,  since  2002. 


i|  - 
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EDITORIAL 

lS1IME.Ii[riTIIIIIIIT 

An  industry-friendly  FCC  is  nice,  but  the  cross-ownership  ban 
won’t  end  until  newspapers  learn  to  lobby  the  public,  too 


Newspapers  like  to  pride 

themselves  on  speaking  truth 
to  power,  but  the  other  day  at 
the  annual  Newspaper  Associ¬ 
ation  of  America  (NAA)  meeting,  power 
spoke  truth  to  newspapers.  Here’s  hoping 
publishers  take  the  message  to  heart. 

New  Federal  Communications  Commis¬ 
sion  (FCC)  Chairman  Kevin  Martin  got  a 
big  band  from  the  publishers  assembled  in 
Chicago.  The  Republican  is  certainly  one 
newspaper  industry-friendly  guy.  As 
TVibune  Co.  Chairman  Dennis  FitzSimons 
beamed  nearby,  Martin 
ripped  into  the  newspa¬ 
per/broadcast  cross-owner- 
ship  ban  that  has  shackled 
publishers  since  1975. 

“Much  has  changed  since 
the  days  of  disco  and  leisure 
suits,  including  the  media 
marketplace,”  Martin  said. 

No  kidding:  the  number  of 
TV  and  radio  stations  has 
nearly  doubled.  Cable  penetration  then 
was  just  15%  of  households.  Now,  fewer 
than  15%  don’t  have  cable  or  satellite 
hookups.  And  online,  well,  the  name  “In¬ 
ternet”  had  just  been  coined  a  year  before 
by  two  obscure  computer  scientists.  There 
were  23  hosts  communicating  on  Arpanet 
at  a  snail-like  50  kilobits  per  second.  The 
number  of  daily  newspapers,  meanwhile, 
has  shrunk  by  300  since  the  1970s. 

Martin  also  ripped  the  FCC’s  decade- 
long  feckless  performance  on  cross-owner¬ 
ship.  Despite  three  chairmen  vowing  its 
elimination  —  Democrats  as  well  as  Re¬ 
publicans  —  the  cross-ownership  ban 
leaves  newspapers  as  the  only  medium  not 
allowed  to  own  even  a  single  radio  or  TV 
station  in  their  markets,  while  broadcast¬ 


ers  can  buy  up  large  swaths  of  the  dial. 

After  preaching  to  the  choir,  though,  the 
FCC  chairman  ended  with  an  altar  call. 
“The  failure  of  the  commission  to  modify 
our  rules  is  not  our  fault  alone  —  the  pub¬ 
lic  has  not  been  convinced  of  the  need  for 
change,”  he  said.  “And  if  you  can’t  convince 
the  public,  our  chances  to  do  that  are  dim.” 

But  can  newspapers  do  that?  They’ve 
been  miserable  failures  so  far,  neglecting 
even  their  primary  duty  to  infonn  the 
citizenry  on  this  issue,  and  preferring  to 
rely  on  insider  lobbying.  In  2003,  when  the 
FCC  was  about  to  decide 
on  a  massive  rewriting  of 
media  ownership  rules, 
newspapers  barely  men¬ 
tioned  the  debate.  A  Pew 
Research  Center  poll  then 
showed  that  nearly  three- 
quarters  of  Americans 
were  utterly  unaware 
that  dramatic  regulatory 
changes  were  afoot. 

Once  they  found  out,  they  didn’t  like  it 
one  bit.  Ordinary  citizens  flooded  the  FCC 
with  more  correspondence  on  this  suppos¬ 
edly  inside-baseball  issue  than  any  other 
in  its  history.  Newspapers  lost  first  the 
public’s  support,  and  then  the  courts’  as 
the  Third  Circuit  ruled  the  FCC  had 
overreached. 

Martin  wants  to  get  the  ball  rolling  on 
regulatory  review  this  summer,  and  if  his 
fellow  commissioners  are  smart  they’ll  take 
reform  one  step  at  a  time,  beginning  with 
permitting  cross-ownership.  If  newspapers 
are  smart,  they’ll  concentrate  less  on  Gucci 
Gulch  lobbying  and  start  mixing  it  up  in 
the  marketplace  of  ideas  with  the  many  cit¬ 
izens  ignorant  and  wary  about  the  changes 
possible  with  cross-ownership. 


Lobbying  tbe  big 
boys  won’t  get  it 
done.  How  can 
tbe  industry 
convince  skepti¬ 
cal  readers? 
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PRESSING  ISSUES 


Ineffective  lure 


fiNORIN  IHE  REAL 


New  memoir  by  former  ‘NYT’  Executive  Editor  Howell  Raines 
sidesteps  his  newspaper’s  coverage  in  run-up  to  Iraq  war 

iNCE  Howell  Raines’  new  book  is  titled  The  One 
that  Got  Away,  and  it  picks  up  where  his  previous  mem¬ 
oir  left  off  in  1993,  the  “one”  might  well  refer  to  former 
New  York  Times  reporters  Jayson  Blair  or  Judith  Miller, 
or  perhaps  the  author’s  position  as  executive  editor  of  that 
newspaper.  Perhaps  it  does  slyly  suggest  all  of  those  things,  but  like 
his  previous  memoir  it  mainly  covers  reeling  in  fish,  not  front-page 
stories.  Only  two  of  its  44  chapters  focus  on  the  Blair  Affair,  which 
cost  Raines  his  job  in  2003.  That’s  fine  with  me,  but  more  troubling: 
There’s  not  a  single  mention  of  Judith  Miller  or  the  Times  coverage 

of  the  run-up  to  the  Iraq  war,  which  cost  even  from  conservatives.  In  a  Franklin  Foer 

the  entire  country  incalculably.  article  for  New  York  magazine  in  2004,  one 

Now,  Raines  has  a  right  to  write  any  kind  former  Times  editor  suggested  that  Raines, 
of  memoir  he  wants.  I  should  talk;  I  wrote  a 
book  about  managing  my  son  in  Little 
League.  Still,  if  human  tragedy  had  struck 
our  ballfield,  and  I  was  accused  of  having 
something  to  do  with  it,  I  probably  would 
have  found  a  way  to  include  it.  Raines  has  a 
lot  to  say  in  the  book  about  his  newspapers 
mission  and  the  press  in  general,  so  ignor¬ 
ing  Iraq  suggests  avoidance  or  denial. 

Although  most  people  may  be  confused 
about  the  timeline,  it  was  Raines  who  man¬ 
aged  (or  mismanaged)  the  Times'  prewar 
Iraq  coverage.  He  did  not  exit  the  paper  un¬ 
til  May  2003,  two  months  after  the  inva¬ 
sion,  with  his  successor  Bill  Keller  arriving 
in  July.  (It  then  took  Keller  nearly  a  year  to 
produce  a  relatively  brief  and  unapologetic 
editors’  note  on  the  WMD  mess.)  So  a  brief 
look  back  at  Raines  and  Iraq  is  in  order: 

Call  it  “The  One  That  Got  Away  from  The 
One  That  Got  Away? 

When  the  Iraq  run-up  began  in  earnest 
in  mid-2002,  Raines  was  riding  high  after 
the  Times'  much-honored  coverage  of  9/11. 

That  focus  earned  the  newspaper  praise 


long  suspected  of  ultra-liberalism,  wanted 

Raines’  book  shows 
no  acknowledgement 
of  his  role  in  his 
newspaper’s 
influential,  flawed 
coverage  of  WMD. 
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BY  GREG  MITCHELL 


to  prove  that  he  could  be  “fair-minded 
about  the  Bush  administration”  and  so 
“bent  over  backwards  to  back  them  often” 
in  the  build-up  to  the  war.  Another  former 
editor  said  that  Raines  often  objected  to 
stories  that  questioned  the  administration’s 
claims  on  Iraq  while  “never”  raising  doubts 
about  Miller’s  pieces. 

According  to  Foer,  investigations  editor 
Doug  Frantz  and  foreign  editor  Roger  Co¬ 
hen  “went  to  managing  editor  Gerald  Boyd 
on  several  occasions  with  concerns  about 
Miller’s  over-reliance  on  Chalabi  and  his 
Pentagon  champions. ...  But  Raines  and 


Boyd  continually  reaffirmed  management’s 
faith  in  her  by  putting  her  stories  on  page  1.” 

Raines  has  defended  himself  most  fully 
in  a  letter  to  Los  Angeles  Times  media  re¬ 
porter  Tim  Rutten  on  May  26, 2004.  Keller 
had  just  published  his  belated  editor’s  note, 
which  emphasized  that  all  of  the  Times' 
deeply  flawed  WMD  stories  came  during 
Raines’  reign,  lacked  “rigorous”  oversight, 
and  may  have  been  rushed  into  print. 

In  his  response,  Raines  charged  that 
Keller  (once  the  paper’s  managing  editor), 
Jill  Ahramson  (then  the  Washington  bu¬ 
reau  chief)  and  others  actually  supervised 
Miller.  He  asserted  that  Abramson  “told 
me  that  she  had  a  good  rapport  with  Ms. 
Miller.”  She  “personally  edited  the  resulting 
stories  before  they  went  into  the  paper.  It 
seems  to  me  unfair  to  single  out  Judy 
Miller,  even  in  a  blind  reference,  or  to  cite 
individual  stories  by  other  reporters  with¬ 
out  drawing  aside  the  veil  of  anonymity 
around  un-bylined  editors  who  worked 
with  them.”  Ouch. 

Further,  “The  stories  were  published  in  a 
reasonable  effort  to  share  with  our  readers 
the  best  knowledge  that  we  had  at  the  time. 
We  relied  in  that  period  on  a  group  of  na¬ 
tional  security  and  intelligence  reporters 
who  worked  tirelessly  to  keep  up  with  de¬ 
velopments  in  the  search  for  weapons  of 
mass  destruction.  I  believe  then  as  I  do  now 
that  this  group  of  reporters  acted  in  good 
faith  to  present  the  best  version  of  the  facts 
they  could  obtain  at  the  time. 

“Personally,  I  do  not  agree  with  the  con¬ 
tention  in  the  editors’  note 
that  problems  in  the  WMD 
stories  came  about  because 
some  editors  felt  pressured 
to  get  scoops  into  the  paper 
before  the  necessary  check¬ 
ing  had  taken  place. ...  My 
feeling  is  that  no  editor  did 
this  kind  of  reckless  rush¬ 
ing  while  I  was  executive 
editor. ...  As  for  my  part,  I  can  tell  you  posi¬ 
tively  that  in  25  years  on  the  Times  and  in 
21  months  as  executive  editor,  I  never  put 
anything  into  the  paper  before  I  thought  it 
was  ready.”  Then  he  recalled  that  Miller’s 
previous  work  “was  prescient,  and  much  of 
her  work  on  terrorism  over  the  years  has 
been  highly  regarded.” 

Unless  he’s  changed  his  views  since  — 
the  new  book  is  certainly  no  help  —  Raines’ 
recognition  of  his  personal  responsibility 
for  the  damaging  and  influential  Times' 
WMD  coverage  that  helped  push  America 
into  a  disastrous  war  seems  very  slim.  1! 
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Our  2006 
Pulitzer  Winners 
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The  Pulitzer  for  beat  reporting  went  to  Dana  Priest  of  The  Washington  Post 
for  her  uncovering  of  a  "black  site"  CIA  covert  prison  system  in  Eastern  Europe, 
and  other  controversial  aspects  of  U.S.  counterterrorism  efforts.  Her  coverage  of 
secret  prisons  led  critics  to  accuse  the  administration  of  "outsourcing  torture,"  and  has  prompted 
CIA  and  Justice  Department  leak  investigations.  President  Bush  met  with  Post  executive  editor 
Leonard  Downie,  Jr.  in  an  attempt  to  persuade  the  newspaper  not  to  publish  one  of  Priest's  stories. 


,  Home  of  sheiks 
partkipatin^  in 
demotratv  program 


The  Washington  Post's  David  Finkel  was  awarded  the  Pulitzer  Prize 
for  explanatory  journalism,  for  his  three-part  series  on  the  U.S. 
government's  attempt  to  export  democracy  to  Yemen.  The  Pulitzer 
Board  termed  it  an  "ambitious,  clear-eyed  case  study"  of  a  program 
from  inception  to  conclusion,  involving  a  year  of  reporting.  Finkel 
spent  four  months  in  Yemen  during  three  visits  there.  The  biggest 
problem  was  getting  into  the  al-Jawf  region,  Finkel  said,  until  he 
hooked  up  with  a  sheik  who  "found  a  way  to  legally  smuggle  me 
into  the  area,"  only  to  be  surrounded  for  five 
days  by  individuals  with  machine  guns.  ■ 


Susan  Schmidt,  James  V.  Grimaldi  and  R.  Jeffrey  Smith  of  The  Washington  Post 
won  the  investigative  prize  for  breaking  open  the  Jack  Abramoff  scandals. 
Their  stories  have  led,  so  far,  to  multiple  arrests,  indictments,  guilty  pleas, 
resignations  from  congressional  leadership  posts,  and  Rep.  Tom  Delay's  deci¬ 
sion  not  to  seek  reelection.  "Sue  wrote  first  about  Abramoff,  and  I  wrote  about 
Delay,"  Smith  explained  on  washingtonpost.com.  'Then  James  joined  us  with 
his  own  excellent  ideas  about  where  the  story  should  go.  And  the  Delay  and 
Abramoff  threads  of  the  story  turned  out  to  be  more  closely  intertwined  than 
any  of  us  suspected  at  the  outset." 


I 
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The  Pulitzer  for  criticism  was  won  by  a  fashion  critic-Robin  Givhan  of  The 
Washington  Post.  Givhan's  appraisals  of  the  wardrobe  choices  of  the  famous 
and  not-so-famous  are  often  pointed  and  unorthodox.  They  range  in  subject  from  the  appropriate¬ 
ness  of  flip-flops  at  The  White  House  to  the  meaning  of  less  makeup  and  hairspray  before  a  prison 
term.  Of  the  clothes  Secretary  of  State  Condoleezza  Rice  wore  in  Wiesbaden,  Germany,  Givhan 
wrote,  "Rice  challenges  expectations  and  assumptions.  There  is  undeniable  authority  in  her.ldng 
black  Jacket  with  its  severe  details  and  menacing  silhouette.  The  darkness  lends  an  air  of  mystery 
and  foreboding.  Black  is  the  color  of  intellectualism,  of  abstinence,  of  penitence.  If  there  is  any 
symbolism  to  be  gleaned  from  Rice's  stark  garments,  it  is  that  she  is  tough  and  focused  enough  for 
whatever  task  is  at  hand? 
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ETHICS  CORNER 


Who  are  you? 


While  they’re  more  common  in  South  and  Central  American 
newspapers,  here  in  America  accountability  is  required 


Her  name  was  Claudia  Elena  Amaya  Montalvo 
in  San  Salvador.  She  became  Claudia  Elena  de  Redd 
when  she  migrated  from  El  Salvador  to  Salt  Lake 
City,  Utah,  and  got  married.  She  writes  under  the 
byline  Claudia  Elena  Redd  for  Mundo  Hispano,  a 
Spanish-language  weekly  newspaper.  But  she  was  never  “Elena 
Montalbo”  —  and  therein  lies  a  tale.  It  began  March  10  when  Clau¬ 
dia  picked  up  Mundo  Hispano  and  saw  the  byline  “Elena  Montalbo” 
over  a  story  on  the  resignation  of  Yvette  Diaz  as  executive  director 
of  the  State  of  Utah  Department  of  Community  and  Culture. 

Montalvo  was  embarrassed.  The  article  ish-language  journal  uses  fake  bylines”  and 

omitted  the  fact  that  the  official  nearly  lost  repeated  the  “Montalbo”  spelling  error, 

her  job  after  The  Salt  Lake  Tribune  report-  Mundo  Hispano  s  managing  editor  saw 

ed  she  knowingly  employed  an  undocu-  the  story  as  a  corporate  maneuver.  The  Salt 


Montalvo  was  embarrassed.  The  article 
omitted  the  fact  that  the  official  nearly  lost 
her  job  after  The  Salt  Lake  Tribune  report¬ 
ed  she  knowingly  employed  an  undocu¬ 
mented  njmny.  It  also  didn’t  mention  that 
Diaz  had  appointed  Leo  Gonzalez,  the  son 
of  Mundo  Hispano's  publisher,  Gladys 
Gonzalez,  as  director  of  Hispanic/Latino 
affairs  for  the  Utah  State  Office  of  Ethnic 
Affairs. 

Claudia  telephoned  managing  editor 
Patricia  Quijano  to  find  out  how  two  parts 
of  her  name  (with  one  misspelled)  became 
a  byline  on  a  story  she  didn’t  write.  “Patricia 
and  I  had  talked  the  night  before  about  me 
[possibly]  using  the  name  ‘Elena  Montalvo’ 
over  some  of  my  stories  because  I  was  writ¬ 
ing  so  many  under  my  name,  Claudia  Elena 
Redd,”  Claudia  told  me.  “But  I  never  gave 
her  permission  to  use  it.  Patricia  apologized 
and  said  she  messed  up.” 

But  the  Hispanic  community  was 
buzzing.  Jennifer  W.  Sanchez,  the  minority 
affairs  reporter  for  the  Salt  Lake  Tribune 
who  had  broken  tbe  Diaz  undocumented- 
nanny  story,  figured  out  quickly  that  “Elena 
Montalbo”  was  a  pseudonym,  and  pounced. 
Tbe  Tribune  ran  a  story  headlined,  “Span- 


NAHJ  President 
Veronica  Villafane 
told  me,  “If  you  put 
a  pseudonym  on  a 
news  story,  you’re 
hiding  something.” 


Lake  Tribune  had  announced  it  would  be 
publishing  Fronteras  de  la  Noticia,  a  Span¬ 
ish-language  weekly  distributed  nationally 
by  Universal  Press  Syndicate  and  Danilo 
Black,  that  would  compete  with  Mundo 
Hispano  for  advertisers. 

“I  cannot  help  but  be  suspicious  of  the 
Tribune’s  motives  in  sensationalizing  a 
practice  that  is  commonplace  in  our  culture 
and  in  our  industry,”  Quijano  wrote  in  an 
e-mail  letter  to  the  editor,  alleging  the  use 
of  pseudonyms  was  a  common  practice  in 
Hispanic  publications  in  South  America, 
Central  America,  and  the  United  States. 


But  Tribune  Editor  Nancy  Conway  didn’t 
back  away  from  her  paper’s  report.  “It  was 
a  legitimate  story,”  she  said.  “It  is  not  the 
custom  in  this  country  to  use  pseudonyms. 
People  need  to  know  who  is  writing  our  sto¬ 
ries.  We  have  to  use  real  names.  Newspa¬ 
pers  have  to  be  transparent.”  She  added  that 
the  story'  was  not  part  of  a  plot  that  involved 
its  Spanish-language  competitor:  “We,  like 
all  good  newsrooms,  stand  independent. 

The  story  was  fair  to  their  point  of  view.” 

Still,  Mundo  Hispano’s  Quijano  main¬ 
tained  there  is  nothing  wrong  with  publish¬ 
ing  pseudonyms  over  her  news  stories, 
noting  that  even  The  New  York  Times  has 
done  so. 

Lupita  Colmenero,  president  of  the 
National  Association  of  Hispanic  Publica¬ 
tions,  agreed.  “A  lot  of  newspapers  in  the 
United  States  use  pseudonyms,”  she  said. 

“I  don’t  think  there  is  anything  wrong  or 
unethical  about  it  as  long  as  the  paper 
knows  who  the  writer  is.” 

But  the  incoming  chair  of  the  NAHP 
ethics  committee  has  some  concerns.  “The 
key  thing  is  whether  using  a  pseudonym  is 
meant  to  deceive  the  reader,”  said  Robert 
Bard,  publisher  and  CEO  of  the  Arlington, 
Va.-based  Latina  Style  magazine.  “Using 
pseudonyms  when  reporting  hard  news 
is  inappropriate.” 

Meanwhile,  Allan  M.  Siegal,  assistant 
managing  editor  and  standards  editor  at 
the  Times,  said  no  one  at  the  paper  “cur¬ 
rently”  uses  a  pen  name.  He  added  that  the 
Times’  late  music  critic  Harold  Schonberg 
used  the  pseudonym  “New- 
gate  CaJlendar”  to  review 
fclilC  mystery  novels  and  a  free- 

lancer  had  taken  over  the 
1  pilL  byline,  although  it  hasn’t 

m  Si  appeared  since  last  fall. 

,  But  the  National  Associ- 

^  ationof  Hispanic  Journal¬ 
ings”  ists  seemed  to  be  of  one 

voice.  Pseudonyms  have  no 
business  in  the  news  business,  said  NAHJ 
President  Veronica  Villafane:  “If  you  put  up 
a  pseudonym  on  a  news  story,  you’re  hiding 
something.  The  reader  won’t  know  who 
wrote  it.  In  a  news  story,  you  have  to  be 
accountable.” 

That  refrain  was  repeated  by  Elizabeth 
Aguilera,  an  urban  affairs  reporter  for  The 
Denver  Post  and  a  member  of  the  NAHJ 
board  of  directors.  “I  think  it  is  unethical 
and  dishonest  for  journalists  in  the  U.S. 
and  elsewhere  to  falsify  bylines,”  she  said. 

“If  we  want  our  sources  to  be  transparent, 
then  we  should  be,  too.”  1! 
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2006  Pulitzer  Prize 
for  Breaking  News  Photography 


Mkhael  Ainswortti  Melanie  Budoid  Barbara  Oavitkon  Tom  Fox  Brad  toper  Michael  Muivcy  Smiley  N.  Pool  Irwin  Thompson 


Belo  proudly  congratulates  The  Dallas  Marning  Neyvs  photography  team,  including  those  whose  work  comprised  the 
award-winning  portfolio,  for  receiving  the  2006  Pulitzer  Prize  for  Breaking  News  Photography.  Their  courage,  perseverance 
and  heroics  led  to  our  industry's  most  compelling  visual  narrative  of  Hurricane  Katrina  and  its  terrible  toll  on  humandife. 


BELO 

Belo  Corp.  I  P.O.  Box  655237  |  Oollas,  Texas  75265-5237  |  214.977.6606  |  www.bclo.tom 


McClatchy  Co.,  mid-sized  and  loving 
it,  plans  to  absorb  troubled  giant 
Knight  Ridden  CEO  Gary  Pruitt 
explains  how  he’ll  ptdl  it  off. 

BY  JENNIFER  SABA 

Gary  Pruitt  has  always  stood  out  in  the  indus- 
try.  Take  the  biannual  financial  presentations  in  New 
York,  typically  mind-numbing  affairs  where  newspa¬ 
per  executives  rattle  off  results.  As  McClatchy ’s  CEO, 
Pruitt  often  kickstarts  his  sessions  with  rock  music, 
jarring  sleepy  analysts,  shareholders,  and  reporters  to  attention.  At 
one  conference-closing  party  in  San  Francisco  last  year,  where  two 
Turtles,  a  Beach  Boy,  and  Herman  of  the  Hermits  played  to  a  room 
full  of  bigwigs,  Pruitt  was  the  only  one  to  show  up  sans  suit. 

This  year,  Pruitt  stands  out  for  another  noting  that  McClatchy  brought  a  lot  more 

reason.  His  astounding  run  at  Knight  Ridder  discipline  to  the  News  &  Observer  and 
catapults  The  McClatchy  Co.  from  a  well-re-  planned  for  its  future:  “The  paper  expanded 

garded,  mid-sized  company  to  —  if  all  goes  when  McClatchy  took  over.” 

as  expected  —  the  second-largest  chain  in  That  long-term  outlook  e.xtends  to  other 

the  country.  By  taking  on  Knight  Ridder  s  20  McClatchy  properties.  Joseph  W.  Kieta, 
papers,  McClatchy  s  revenue  more  than  dou-  editor  of  the  Merced  (Calif.)  Sun-Sta  r,  reveals 
bles  to  $2.8  billion.  Many  hail  the  chain  for  that  McClatchy  cleaned  up  the  place  —  in 
swooping  in  and  saving  Knight  Ridder  (or  at  a  good  way  —  in  2003  after  it  purchased 
least  most  of  it)  from  the  clutches  of  private  the  paper  and  five  non-dailies  from  Pacific- 

equity  firms.  And  the  papers  McClatchy  has  Sierra  Publishing.  “Accounting  was  a  total 

taken  under  its  wing  in  past  transactions  will  mess  under  the  old  company.  McClatchy  got 
tell  you  the  company  knows  what  it’s  doing.  a  handle  on  the  finances  and  helped  in  the 

Anders  Gyllenhaal,  editor  and  senior  vice  community,”  says  Kieta,  who  has  serv^ed  as 

president  of  the  Star  Tribune  in  Minneapo-  editor  for  five  years,  half  of  that  time  under 

lis,  says  McClatchy’s  philosophy  has  always  McClatchy. 

been  to  give  papers  a  lot  of  autonomy.  He  He  remembers  that  after  the  deal  went 

should  know:  Gyllenhaal  was  at  The  News  &  down,  McClatchy  reps  immediately  arrived 
Observer  in  Raleigh,  N.C.,  when  McClatchy  to  talk  to  the  staff  and  let  them  know  what  to 

bought  the  paper  in  1995  from  the  Daniels  expect.  Corporate  kept  the  paper  constantly 

family  for  $373  million.  “They  want  the  updated.  When  the  deal  closed,  the  paper’s 

people  publishing  the  papers  to  be  the  ones  new  owners  threw  a  pizza  party, 

making  the  decisions,”  Gyllenhaal  says.  The  McClatchy  name  has  also  been  a  draw 
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Pruitt  in  his  office  at  The  Sacramento  Bee. 
“There  is  a  great  deal  to  manage  in  a  short 
period  of  time,"  he  says  of  the  Knight 
Ridder  acquisition. 


in  other  ways,  he  says:  “It’s  helped  incredibly 
with  recruiting,  because  people  want  to  work 
for  McClatchy.  I  couldn’t  ever  say  anything 
bad  about  this  company.” 

McClatchy  proved  to  have  a  velvet  touch 
with  its  past  acquisitions.  The  Knight  Ridder 
deal,  however,  dwarfs  anything  the  Sacra¬ 
mento,  Calif,  company  has  achieved  in  the 
past.  Previously,  the  biggest  transaction 
McClatchy  made  was  its  1998  purchase  of 
Cowles  Media  for  about  $1.2  billion,  which 
netted  the  company  its  largest  paper,  the 
Star  Tribune.  The  last  time  McClatchy 
bought  new  papers  was  in  2003,  when  it 
purchased  the  15,303-daily  circulation 
Merced  (Calif.)  Sun-Star  for  $40.5  million. 

At  the  moment,  Minneapolis  is  not  exactly 
a  star  performer.  Goldman  Sachs  points  out 
that  California  is  the  only  region  that  is 
bringing  up  the  numbers.  Minneapolis,  the 
Carolinas,  and  the  northwest  have  “damp¬ 
ened  growth,”  according  to  a  report  from 
the  research  firm:  “Cost  pressure,  particular¬ 
ly  in  newsprint  and  labor  expenses,  have 
persisted.” 

The  company  is  not  immune  to  market 
forces,  either.  Financial  analysts  have  cast 
a  wary  eye  on  the  deal,  and  are  skeptical  that 
McClatchy  can  unload  at  a  premium  the  12 
Knight  Ridder  papers  it  put  back  on  the 
block.  Prudential  Equity  Research  believes 
McClatchy  will  fetch  a  multiple  of  9  times 
EBITDA,  which  is  below  the  multiple  of 
10.5  that  McClatchy  is  forecasting.  There’s 
also  the  question  of  how  long  it  will  take 
McClatchy  to  integrate  its  20  new  papers. 
The  company  has  been  downgraded  since 
the  mid-March  announcement;  Moody’s 
Investors  Service  cut  its  credit  rating.  The 
stock  began  to  drop. 

But  Pruitt,  during  a  lengthy  interview 
in  April  with  E^P,  appeared  confident 
McClatchy  can  reverse  all  that.  At  the  News¬ 
paper  Association  of  America’s  annual  con¬ 
vention  in  Chicago,  Pruitt  was  relaxed  and 
amiable,  as  usual.  He  was  staying  at  the 
Swissotel  half  a  block  from  convention  head¬ 
quarters  at  the  Fairmont  —  partly  because 
that  was  where  the  Associated  Press  was 
holding  its  board  meetings,  partly  to  escape 
all  the  usual  convention  back-slapping  in 
the  Fairmont’s  lobby. 

Pruitt  planned  to  leave  the  confab  early  to 
accompany  his  youngest  daughter  to  Hawaii. 
But  before  he  took  off  for  spring  break  ’06, 
Pruitt  sat  down  to  discuss  his  thoughts  on 
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the  big  deal,  transitioning  the  Knight  Ridder 
properties,  and  what  it’s  like  to  suddenly  see 
his  own  face  in  the  paper  and  all  over  the  In¬ 
ternet.  When  asked  what  it’s  like  being  in  the 
spotlight  now,  he  said  that  it  has  been  both 
“exhilarating”  and  “exhausting,”  and  also, 
“kind  of  a  drag.  I  would  prefer  anonymity. 

I  also  recognize  that,  given  this  deal,  Mc- 
Clatchy  must  play  more  of  a  leadership  role 
in  the  industry.” 

What  do  you  think  you  can  do  different¬ 
ly  with  these  20  papers  that  Tony  Ridder 
couldn’t  do? 

A  very  nasty  question  (laughs).  I  don’t 
begrudge  you  for  asking,  but  I  need  to  think 
about  this  a  little  bit.  I  think  Knight  Ridder 
did  a  good  job  in  operating  its  papers  and 
we  will  seek  to  improve  their  quality  and 
operations  as  we  do  with  our  own  papers 
every  year. 

What  do  you  think  is  your  biggest 
challenge  right  now? 

Getting  our  arms  around  the  scale  and 
size  of  the  company  will  be  our  primary  goal. 

What  has  been  the  biggest  surprise 
since  the  deal? 

1  have  been  struck  by  two  things.  One  is 
the  pervasive  negativity  about  newspapers, 
which  I  feel  is  misplaced.  And  two,  there 
has  been  more  skepticism  than  I  thought 
there  would  be  about  our  ability  to  execute 
on  these  divestures.  And  yet  we  feel  veiy 
confident  about  it. 

Are  you  going  to  feel  more  pressure 
from  Wall  Street  and  analysts? 

I  would  say  in  the  short  term  the  pressure 
will  be  getting  this  deal  closed,  executing  on 
the  sales  of  the  12  papers  we  are  divesting, 
and  integrating  the  20  papers  into  Mc- 
Clatchy.  There  are  myriad  items  that  need 
to  be  resolved  and  integrated  and  every  one 
of  those  provides  an  opportunity  for  difficul¬ 
ty.  There  is  a  great  deal  to  manage  in  a  very 
short  period  of  time.  The  to-do  list  grows 
exponentially. 

How  are  you  going  to  manage  that? 

We  are  going  to  be  adding  staff  and  work¬ 
ing  hard.  But  McClatchy  has  successfully  in¬ 
tegrated  acquisitions  in  the  past.  This  is 
bigger  than  anything  we  have  done  by  a  good 
margin,  so  I  don’t  mean  to  minimize  it.  But 
we  have  had  a  strong  track  record  of  making 
acquisitions  and  surprising  Wall  Street  and 
others.  People  have  been  skeptical  of  our  oth¬ 
er  deals  and  yet  they  have  worked  out  very 
positively  for  all.  When  we  bought  [the  Star 
Tribune^  we  paid  a  price  that  was  more  than 


our  entire  market  capitalization  at  the  time. 
Now  we  are  doing  that  again. 

You  now  have  to  integrate  20  papers, 
while  in  the  past  it  was  only  one  at  a  time. 

It  certainly  is  unprecedented  for  Mc¬ 
Clatchy,  so  we  don’t  take  it  lightly.  We  did  do 


a  small  deal  in  1990  where  there  were  three 
newspapers,  but  they  were  three  smaller 
South  Carolina  papers.  This  is  20  papers  — 
some  very  large  papers,  some  mid-sized,  and 
some  smaller.  We  plan  to  operate  the  papers 
the  same  way  we  have  operated  McClatchy 
for  149  years.  We  expect  the  papers  to  enjoy  a 
great  deal  of  autonomy,  which  in  some  ways 
of  course  lessens  the  integration  burden  be¬ 
cause  they  are  independent  operations. 

However,  there  are  many  challenges  in 
putting  the  two  companies  together  behind 
the  scenes  in  terms  of  benefits  and  computer 


systems,  and  financial  systems  and  human 
resources.  We  are  in  the  process  of  working 
through  those  issues  right  now  to  transfer 
and  coordinate  it. 

Are  you  hiring  someone  to  do  this? 

No,  we  are  doing  it  all  internally.  We  also 
expect  that  the  editors  and  pub¬ 
lishers  of  these  papers  can  stay  in 
place  so  there  would  be  operational 
continuity  and  then  at  the  same 
time  focus  on  ways  we  can  improve 
the  performance  of  the  existing 
McClatchy  papers  and  new  Mc¬ 
Clatchy  papers  as  they  share  best 
practices. 

We  also  promoted  Lynn  Dicker- 
son,  the  Modesto  (Calif)  Bee’s  pub¬ 
lisher,  to  be  one  of  three  VPs  of 
operations  at  corporate  overseeing 
papers.  So  we  will  have  32  daily 
papers  and  each  of  the  corporate 
operational  vice  presidents  will 
oversee  one-third  of  the  papers. 

How  much  will  corporate 
expand? 

Approximately  30  to  40  people, 
largely  in  human  resources  and 
finance. 

Are  you  taking  any  executives 
from  Knight  Ridder? 

We  haven’t  sorted  that  out  yet. 
Certainly  we  would  like  some 
Knight  Ridder  corporate  employ¬ 
ees  to  come  to  McClatchy.  We 
don’t  know  whether  they  will  or 
not.  We  would  like  them  to  come 
to  McClatchy,  especially  in  those 
finance  and  HR  areas  where  we 
will  need  to  add  the  most  people. 

Are  you  going  to  stay  in  your 
headquarters?  Can  you  physical¬ 
ly  expand? 

We  will  stay  in  our  current  cor¬ 
porate  headquarters,  which  is  the 
second  floor  of  The  Sacramento 
Bee  building.  Our  offices  will  expand  but 
stay  within  the  Bee  building.  So  we  don’t 
plan  on  moving. 

What  is  similar  between  Knight  Ridder 
culture  and  McClatchy  culture? 

I  think  the  two  companies  have  a  great 
deal  in  common,  which  makes  integration 
easier.  I  think  culturally  they  are  similar  in 
that  both  companies  have  a  commitment  to 
quality  journalism  and  public-service  jour¬ 
nalism  and  community  service.  I  would 
also  say  high  performance. 


THE  NEW  MC  CLATCHY 


Newspaper  company’s  daily  holdings,  in  order  of  circ 
size  (excluding  the  12  former  KR  papers  to  be  sold) 

PAPER _ DAILY  CIRCULATION 

Star  Tribune,  Minneapolis  374,528 

The  Miami  Herald  291,198 

The  Sacramento  (Calif.)  Bee  290,553 

The  Kansas  City  (Mo.)  Star  258,658 

Fort  Worth  (Texas)  Star-Telegram  220,515 

The  Charlotte  (N.C.)  Observer  218,960 

The  News  ^  Observer,  Raleigh,  N.C.  165,604 

The  Fresno  (Calif.)  Bee  157,135 

The  News  Tribune,  Tacoma,  Wash.  128,213 

The  State,  Columbia,  S.C.  112,884 

Lexington  (Ky.)  Herald-Leader  110,694 

The  Wichita  (Kan.)  Eagle  85,978 

El  Nuevo  Herald  (Miami)  85,534 

The  Modesto  (Calif)  Bee  82,845 

Anchorage  (Alaska)  Daily  News  67,201 

I  The  (Boise)  Idaho  Statesman  63,533 

The  Telegraph,  Macon,  Ga.  59,373 

[  Belleville  (Ill.)  News-Democrat  53,680 

]  The  Sun  News,  Myrtle  Beach,  S.C.  49,835 

Sun  Herald,  Biloxi,  Miss.  45,928 

Columbus  (Ga.)  Ledger-Enquirer  44,795 

Tri-City  (Wash.)  Herald  41,634 

The  Bradenton  (Fla.)  Herald  41,296 

The  Tribune,  San  Luis  Obispo,  Calif  39,167 

The  Olympian,  Olympia,  Wash.  32,808 

The  Herald,  Rock  Hill,  S.C.  31,555 

Centre  Daily  Times,  State  College,  Pa.  24,751 
The  Bellingham  (Wash.)  Herald  23,374 

The  Island  Packet,  Bluffton,  S.C.  19,195 

Merced  (Calif)  Sun-Star  15,303 

The  Beaufort  (S.C.)  Gazette  12,342 

The  Olathe  (Kan.)  News*  5,123 

*  Publishes  Tues.-Sat.  ■  Former  Knight  Ridder  papers 
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McClatchy's  headquarters  at  The 
Sacramento  Bee.  The  serenity  of  the 
company's  business  offices  belies  all 
the  work  on  the  acquisition  that 
must  be  completed  by  midsummer. 


will  have  to  sort  that  out.  Probably  that  is  an 
'07  transition  rather  than  '06.  They  have  a 
401K  plan,  we  have  a  401K  plan  —  they 
are  largely  similar  but  there  are  some  differ¬ 
ences.  So  while  they  are  similar,  the  devil  is 
in  the  details. 

I  know  you  have  been  going  around  to 
various  papers  —  what  is  the  biggest  con¬ 
cern  that  employees  have? 

They  want  to  know  McClatchy’s  general 
plans  —  what  are  McClatchy’s  goals?  Then, 
understandably,  they  want  to  know  about 
their  benefits  and  their  owti  personal  situa¬ 
tion.  And  I  don’t  blame  them  one  bit  for  that. 
I  would  too.  I  think  we  have  been  able  to  give 
them  reassurances  on  both  those  scores. 

I  want  to  go  back  to  the  commitment  to 
quality  journalism  —  what  does  that  mean 
to  you?  Do  you  have  a  benchmark? 

It’s  difficult.  Obviously,  it’s  a  qualitative 
term.  However,  there  are  measures  you  can 
look  at.  At  McClatchy  it  means  a  commit¬ 
ment  to  a  complete,  relevant  news  product 
that  is  improving  each  year,  with  sufficient 
resources  to  adequately  cover  the  market. 


The  Knight  Ridder  papers  also 
enjoy  a  great  deal  of  autonomy,  as 
do  the  McClatchy  papers.  I  think 
both  companies  strive  to  treat  em¬ 
ployees  well.  I  think  that  is  a  kind 
of  characteristic.  The  benefits  are 
largely  similar,  which  helps  in  in¬ 
tegration  and  in  transition  as  well. 


What  would  you  jettison  finm  Knight 
Ridder’s  culture? 

I  guess  I  wouldn’t  jettison,  I  would  say 
with  Knight  Ridder,  just  like  McClatchy,  our 
goal  would  be  getting  better  in  all  aspects  of 
our  operations.  We’re  going  to  learn  things 
from  them  that  will  improve  our  papers  and 
I  hope  that  they  will  also  benefit  from  being 
part  of  McClatchy  and  will  improve  as  well. 


Assuming  this  deal  goes  through,  if  I'm 
an  employee  at  The  Charlotte  (N.C.)  Ob- 
a  server,  what  does  this  mean  for  me? 

“  I  don’t  have  the  specifics  yet.  But  what 
3  happens  generally:  Probably  through  the  end 
“  of  2006  they  will  stay  on  their  own  benefits 
5  plan  and  any  transfer  would  occur  in  2007. 

I  And  so  you  have  variations,  small  variations 
S  in  benefits  paper  to  paper,  and  I  suppose 
=  some  of  that  will  continue.  We  don’t  know 
a  exactly. 

“  We  will  continue  pension  plans.  We  will 
a  have  to  sort  out  medical  plans.  [Knight 
t  Ridder]  has  one  nationwide  medical  plan,  by 
and  large.  United  Healthcare  —  and  we  have 
°  one  nationwide  medical  plan,  Aetna.  So  we 
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And  I  think  we  would  hope  to  create  a  sense 
of  momentum  at  each  paper,  with  the  goal  of 
being  the  best  in  the  country  for  their  size. 

As  a  mass  medium  we  have  to  strive  to  be 
relevant  to  everyone.  It  involves  providing 
usefiil  information  to  make  peoples  lives 
better  —  and  that  can  be  mundane  items 
such  as  movie  times  and  recipes,  to  impor¬ 
tant  items  like  learning  about  public  policy, 
so  people  can  become  better  citizens  and 
participate  in  society. 

I  know  that  Knight  Ridder  was  growing 
more  focused  on  local  markets.  Is  that  the 
same  thing  McClatchy  is  focused  on? 

How  do  you  balance  local  and  national? 

I  don’t  know  if  that’s  a  difference  or  not. 

It’s  a  little  different  from  paper  to  paper,  so 
it’s  hard  to  generalize.  I  would  say  that  obvi¬ 
ously  local  news  is  critical,  and  it’s  a  unique 
contribution  newspapers  make,  but  a  news¬ 
paper  must  be  complete.  You’ve  got  to  pro¬ 
vide  people  a  sense  of  their  world  every  day, 
and  their  world  is  more  than  just  local  news. 
It’s  their  place  in  the  world,  which  involves 
national  and  international  news  as  well. 

Is  gathering  national  and  international 


or  wiU  that  come  from  places  like  the 
Associated  Press? 

We  are  combining  the  Washington  bu¬ 
reaus  and  maintaining  the  [Knight  Ridder] 
foreign  bureaus.  We’ll  be  gathering  a  great 
deal  of  news  ourselves,  but  also  relying  on 
other  sources  as  well. 

At  Knight  Ridder,  I’ve  been  told,  there 
was  a  sense  that  all  the  papers  were  re¬ 
sponsible  for  the  entire  company.  If  a 
paper  was  performing  really  well,  it  still 
might  have  to  take  a  hit  for  one  that  was 
dragging  down  results.  What  is  your 
philosophy  on  that? 

I  have  heard  that  also,  but  I  don’t  know  if 
it’s  true  or  not.  My  sense  is  that  papers  for  the 
most  part  should  stand  on  their  own.  They 
should  define  their  own  goals,  strive  to  meet 
them,  and  to  the  extent  they  meet  them, 
more  power  to  them.  And  to  the  extent  that 
they  don’t,  I  think  they  need  to  make  adjust¬ 
ments  to  try  to  achieve  their  goals. 

But  I  generally  don’t  subscribe  to  the  idea 
that  one  paper  must  sacrifice  to  help  an  un¬ 
derperforming  paper.  Of  course,  we  are  all 
in  the  same  company  and  we  all  want  to 
achieve  goals,  and  we  all  want  to  pull  for  one 


How  much  of  a  role  does  Sacramento 
play  in  determining  budgets? 

I  would  define  the  corporate  role  as  a 
strategic  partner  of  the  papers,  where  our 
vice  presidents  of  operations  and  our  vice 
president  of  news  and  vice  president  of  inter¬ 
active  media  have  ongoing  conversations 
with  their  counterparts  at  the  papers,  seek¬ 
ing  to  define  what  the  paper  needs  to  do. 

Each  year  we  ask  a  paper  to  submit  a 
budget,  which  are  the  financial  and  circula¬ 
tion  goals.  We  want  that  budget  to  reflect 
the  paper’s  operating  philosophy.  And  each 
year  we  expect  the  paper  to  submit  with  their 
budget  a  plan  to  improve  editorially  as  well. 
And  that  plan  is  every  bit  as  important  as 
the  numerical  goals. 

In  terms  of  the  journalistic  goals,  what 
are  some  of  the  ideas? 

The  changes  that  papers  put  in  their  plans 
could  be  anything  from  adding  more  re¬ 
porters  to  cover  a  certain  area  of  town,  to 
increasing  newshole  in  the  sports  section, 
to  a  redesign.  It  varies  by  paper.  In  some 
years  it  involves  adding  resources  and  in 
some  years  it  involves  not  adding  more 
resources,  but  doing  things  differently  and 


news  something  the  papers  should  do, 


another  and  help  each  other  out. 


striving  to  improve  the  paper. 


Bart  Richards  Award  for  Media  Criticism 


2005  Winner:  Sydney  H.  Schanberg 
for  “Press  Clips”  in  The  Village  Voice 
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Bart  Richards,  former  editor 
of  the  New  Castle  (Pa.)  News. 


The  Penn  State  College  of 
Communications  is  pleased  to 
announce  that  Sydney  H.  Schanberg 
has  been  selected  as  winner  of  the 
2005  Bart  Richards  Award  for  Media 
Criticism  for  his  “Press  Clips” 
columns  that  appeared  in  The  Village 
Voice. 

The  award  recognizes 
distinguished  contributions  to  the 
improvement  of  print  or  broadcast 
journalism  through  responsible 
analysis  or  critical  evaluation. 


It  will  be  presented  Thursday,  May 
1 1 ,  2006,  during  a  ceremony  at  the 
National  Press  Club  in  Washington, 
D.C. 

External  judges  cited  the  effort  as 
“illuminating,”  “refreshing”  and 
“timely.”  This  year  that  group  of 
judges  comprised:  Christopher 
Callahan,  Arizona  State  University; 
Bob  Frick,  Kiplinger ’s  Personal 
Finance',  and  Brian  Healy,  CBS  News. 
For  more  information  about  the 
award,  visit  www.comm.psu.edu/bart 
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Across  the  country,  how  much  do  edi¬ 
tors  and  publishers  talk  to  each  other? 
And  with  Knight  Ridder,  do  you  plan  to 
do  anything  like  Lee  did  with  Pulitzer, 
such  as  matching  up  people  from  both 
companies? 

You  mean  for  the  transition? 


mix,  but  a  common 
trait  is  that  they 
are  in  very  strong 
markets,  growing 
50%  faster  than  the 
U.S.  average.  I’m 
confident  that  the 
markets  will  do 
well,  and  as  a  result 
the  newspapers  will  do  w’ell  also. 

Of  course,  when  I  say  “the  newspaper” 

I  mean  more  than  the  paper  itself;  I  mean  its 
Web  site,  its  direct  mail  and  direct-market¬ 
ing  products.  Taken  together,  it  will  be  a 
powerful  franchise  —  the  leading  local  media 
company  in  some  of  the  best  markets  in  the 
country  is  a  recipe  for  success  for  McClatchy 


McClatchy  CEO  Pruitt 
toasts  Sacramento 
Bee  editorial  writer 
Tom  Philp,  left,  after 
the  latter’s  2004 
Pulitzer  win  for 
editorials. 


Yes. 

We’re  not  sure.  I  think  that  could  be  a 
good  idea.  I  have  talked  to  [Lee  CEO]  Mary 
Junck  about  that  and  she’s  been  generous 
and  helpful,  as  have  others.  We  are  looking  at 
all  sorts  of  possibilities  to  make  the  transition 
go  more  smoothly.  In  general  I  would  say  the 
papers  prefer  to  operate  autonomously  but 
we  also  would  like  to  take  advantage  of  the 
fact  of  being  in  a  bigger  company,  and  I  think 
they  do  too.  So  it’s  like  sharing  best  practices, 
regional  meetings,  trying  to  take  advantage 
of  scale  in  a  way  that  allows  us  to  do  things 
more  efficiently  but  doesn’t  impinge  on  local 
autonomy.  We  will  be  looking  at  all  aspects 
of  operations. 

How  is  Minneapolis  doing  now?  Lately, 
the  results  have  been  soft. 

Currently  Minneapolis  is  like  many  large 
papers  in  the  Midwest  and  many  other 
places  not  doing  well  on  the  revenue  front. 
However,  it  was  our  fastest-growing  paper  in 
the  late  ’90s.  It’s  gained  share  and  done  well. 
It’s  been  a  successful  acquisition  and  has  al¬ 
lowed  us  to  have  the  scale  and  size  to  partici¬ 
pate  in  the  Knight  Ridder  process. 

You  are  now  picking  up  some  larger 
newspapers,  are  you  ready  for  that? 

We  think  the  average  size  of  our  newspa¬ 
pers  as  measured  by  daily  circulation  will 
actually  be  a  little  smaller  as  a  result  of  this 
deal.  It’s  not  as  if  we  are  only  taking  on  large 
papers.  We  think  the  mix  of  papers  is  a  good 

www.editorandpublisher.com 


Does  the  recent  news  that  Moody’s 
downgraded  McClatchy  concern  you? 

We  knew  it  was  likely  that  we  would  be 
downgraded  as  a  result  of  this  deal  because 
we  are  taking  on  more  debt.  We  fully  antici¬ 
pate  that  we  will  remain  investment-grade, 
and  Standard  &  Poor’s  has  already  indicated 
that. 

By  the  way,  our  credit  rating  was  lower 
after  the  Minneapolis  deal.  And  in  fact  our 
debt,  once  we  complete  the  divestiture,  the 
size  of  debt  proportioned  to  the  cash  flow  of 
the  company  will  actually  be  smaller  than  it 
was  when  we  completed  Minneapolis. 

Since  McClatchy  is  set  up  with  a  split 
stock,  what  is  your  attitude  toward  share¬ 
holders? 

Our  attitude  is  that  we  feel  strong  fiduciaiy' 
obligations  to  perform  for  shareholders.  We 
believe  our  long-term  perspective  of  focusing 
on  good  journalism  being  good  business  has 
proven  itself  over  time  in  that  McClatchy  has 
a  good  record  of  avoiding  layoffs  in  down¬ 
turns,  improving  the  quality  of  its  papers, 
growing  new'shole,  maintaining  editorial 
staffing,  increasing  news  resources  —  yet  at 
the  same  time  outperforming  the  industry 
in  ad  revenues  and  circulation  and  diversity 
and,  importantly,  stock  price. 

We  would  like  our  shareholders  to  share 
the  same  perspective  that  we  have  on  the 
business.  That  is,  we  would  urge  our  share¬ 
holders  not  to  take  a  short-term  perspective. 
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and  [having]  two  classes  of  stock 
provides  some  insulation  so  we  have 
that  longer-term  perspective,  and 
our  shareholders  I  think  by  and  large 
understand  what  we  are  doing  with 
the  company,  appreciate  it,  and  have 
benefited  because  of  it.  So  we  don’t 
feel  in  any  way  at  odds  with  our 
shareholders  but  in  sync  in  most 
ways  with  our  shareholders. 

Private  Capital  Management 
(PCM),  which  forced  the  Knight 
Ridder  deal,  also  owns  a  large 
chunk  of  McClatchy. 

They  are  our  largest  shareholder. 
They  own  16%,  but  it  often  gets  re¬ 
ported  as  35%  —  that  is  the  publicly 
traded  stock.  If  you  include  the  Class 
B  stock  it  goes  down  to  16%. 


Did  you  ever  feel  pressure  from  them? 
You  can  make  the  same  argument  that 
Knight  Ridder  was  looking  to  the  long 
term  also. 

I  think  McClatchy’s  record  has  been 
^unong  the  best  in  the  newspaper  industry’, 
and  we  have  felt  no  pressure  from  PCM 
that  has  been  any  greater  than  pressure  on 


:’s  daughter  Allie,  left,  the  CEO,  his  daughter  Katie,  and  wife 
His  daughters  hold  different  perspectives  on  the  KR  deal. 

ourselves  to  continue  to  perform  well.  you 

W 

You  didn’t  talk  to  any  company  or  any-  spec 
one  beforehand  in  terms  of  doing  deals  to  ac 

with  the  12  “orphan”  papers?  Some  wha 

people  find  that  hard  to  helieve.  In  ft 

We  had  no  deals  worked  out.  As  rumors  facte 
circulated  that  we  were  a  bidder  for  Knight,  certi 
we  did  have  companies  contact  us:  “If  you  of  sh 


get  Knight  Ridder  we  would  be  in¬ 
terested  in  this  paper  or  that  paper.” 
They  contacted  us  even  before  we 
submitted  a  bid.  Many  of  them  were 
interested  in  papers  we  wanted  to 
keep.  But  the  discussions  about  sell¬ 
ing  the  papers  kicked  off  in  earnest 
since  the  deal  was  announced. 

What  happens  if  some  of  the  12 
are  not  sold? 

We  will  operate  those  papers  until 
they  are  sold.  We  would  anticipate 
having  agreements  for  all  of  them 
before  that. 

Some  questioned  why  you  ini¬ 
tially  did  not  release  financial 
information  to  some  potential  in- 
■  vestors,  including  Yucaipa,  as  if 
you  didn’t  really  want  them  to  make  a  hid. 

We  don’t  want  to  comment  on  the 
specifics  of  the  process.  I  think  our  goal  is 
to  act  in  the  interest  of  McClatchy.  That  is 
what  we  must  do,  that  is  what  we  will  do. 

In  this  sales  process  that  involves  many 
factors  including  price,  deal  structure, 
certainty  of  closing,  speed  of  closing,  interest 
of  shareholders,  interest  in  employees. 
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interest  of  the  communities,  no  one  factor 
trumps  all  others. 

I  know  that  there  are  times  when  the 
interest  of  the  potential  buyers  and  seller 
may  be  at  odds.  They  may  not  have  the 
same  interest.  But  I  think  at  the  end  of  the 
process  you  look  back  and  judge  whether 
the  process  was  handled  in  the  best  interest 
ofMcClatchy. 

Obviously  you  think  it  has  been ... 

I  think  ultimately  it’s  going  to  come 
down  to  performance.  The  only  way  to 
counter  the  skepticism  on  the  divestitures  is 
to  execute  on  those  sales.  And  the  only  way 
to  reverse  the  negativity  is  to  perform  bet¬ 
ter.  Right  now  the  industry  is  not  perform¬ 
ing  too  well.  It  plays  to  the  conventional 
wisdom  that  newspapers  are  dying. 

We  feel  that  it’s  misplaced  and  newspa¬ 
pers  have  a  strong  future.  It’s  not  just  news¬ 
papers,  it’s  local  Web  sites  and  direct  mail 
—  that  whole  portfolio  of  print  and  elec¬ 
tronic  products  locally,  so  you  have  a  plat¬ 
form  to  deliver  news  and  information  24/7 
when  they  want  it  and  how  they  want  it.  We 
have  a  better  ability  to  do  that  locally  than 
any  of  our  competitors  because  we  can 
leverage  off  our  core  to  create  these  prod¬ 
ucts  more  easily  than  they  can. 

It’s  not  just  a  Wall  Street  issue,  it’s  a  soci¬ 
etal  imperative.  We  now  understand  as  a 
larger  company  we  will  have  to  take  more 
of  a  leadership  role  in  this  regard. 

I’m  not  Pollyanna  —  I  know  it’s  a  more 
competitive,  difficult  media  mix  out  there. 
And  the  Internet  as  it  matures  takes  share 
from  all  media,  including  newspapers. 

Personally,  did  you  want  this  deal? 

Yeah. 

And  I  mean  that  in  a  sense ... 

Be  carefril  what  you  wish  for?  I  think  it’s 
a  very  good  deal  for  the  company,  and  so 
I  was  personally  very  supportive  of  this 
deal.  It  is  true  that  it  will  mean  more  work. 
But  I  think  it  will  strengthen  the  company 
and  improve  the  company,  and  I  would  like 
to  be  a  part  of  that. 

We  did  not  feel  pressure  to  get  this  deal. 
We  thought  we  could  be  a  successful  com¬ 
pany  with  this  deal  or  without  it  but  we  felt 
like  if  we  could  get  it  on  our  terms,  it  would 
improve  the  company  and  strengthen  the 
company  long-term  because  we  would  have 
strong  papers,  strong  markets,  and  the 
combined  internet  assets  of  the  two  compa¬ 
nies  would  be  dynamite.  We  felt  it  was  not 
only  strengthening  the  company  in  terms 
of  size  and  scale,  but  adding  markets  that 
were  just  as  strong  as  existing  McClatchy 


markets  —  which  are  the  best  lineup  in  the 
industry  and  adding  significant  Internet 
assets  as  well. 

I  would  say  I  feel  much  more  pressure 
now  that  we  have  gotten  the  deal.  It  was 
more  nerve-wracking  before  we  got  it  — 
anticipating  and  trying  to  figure  out  what  to 
bid  and  if  we  got  the  deal.  In  terms  of  pres¬ 
sure,  there  is  more  pressure  now.  I  feel  the 
pressure  of  executing  and  delivering  for 
everyone:  for  employees,  for  the  papers,  for 
the  communities,  and  for  the  shareholders. 
So  I  feel  more  pressure  now. 

What  did  your  family  think? 

I  think  my  family  thought  it  was  exciting, 
and  at  least  my  younger  daughter  thought 
it  was  cool  to  see  her  father  in  the  newspa¬ 
pers.  She  wanted  to  make  sure  her  name 
was  mentioned.  Her  name  is  Allie. 
A-L-L-I-E. 

I  think  they  were  excited  about  it.  I  didn’t 
feel  any  personal  driving  force  to  do  the 
deal.  I  think  that  we  felt  that  it  was  a  good 
deal  for  the  company,  and  therefore  if  we 
could  get  it  on  our  terms  it  would  strength¬ 
en  the  company.  We  tried  to  keep  that 
perspective  in  mind.  It  may  not  sound  terri¬ 
bly  hot-blooded,  but  it  was  that  kind  of 
grounding  throughout  the  process  that 
was  important  for  all  of  us  at  McClatchy. 

It  removed  a  great  deal  of  pressure. 

What  does  your  other  daughter,  Katie, 
think  of  the  new  acquisitions? 

She’s  more  interested  in  the  deal  on  a 
business  level.  Allie  cares  more  about  my 
picture  in  the  paper,  and  Katie  cares  more 
about  the  details  of  the  deal. 

What  do  you  mean  she  cares  more 
about  it  on  a  business  level? 

It  has  meant  I’ve  been  away  from  home 
a  lot  more  than  usual,  which  hasn’t  been 
great.  Every  one  understands  that  comes 
with  the  territory  in  the  short  term.  They 
have  all  been  understanding  and  support¬ 
ive. 

In  your  early  career,  did  you  ever  think 
you  would  be  where  you  are  today? 

I  never  really  thought  of  it.  I  never 
thought  I  would  be  working  as  a  media 
executive.  I  always  figured  I  would  be  a 
constitutional  lawyer.  I  never  dreamed  I 
would  be  in  this  position. 

Do  you  ever  wish  you  were  that 
constitutional  lawyer? 

I  don’t  look  back.  I’m  happy  with  the 
results.  It  proved  to  be  a  very  good  deal 
with  McClatchy.  @ 
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After  leading  Knight  Ridder  bureau  to  reeent  glory, 
Clark  Hoyt  must  make  way  for  McClatchy  takeover 


On  Capitol  Hill,  where  Hoyt  lives  and  breathes.  The  38-year  Knight  Ridder  veteran  doesn't 
plan  to  retire  once  he  leaves  the  bureau  in  midsummer:  “I'll  do  something,"  he  vows. 
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BY  JOE  STRUPP 

ON  THE  MORNING  OF  MaRCH 
13,  on  A  train  heading  south 
somewhere  between  Trenton, 
N.J.,  and  Philadelphia,  my 
cell  phone  rang.  Clark  Ho)^, 
whom  I  was  scheduled  to  interview  in  a  few 
hours,  was  on  the  other  end,  sounding  a  bit 
overwhelmed.  “Joe?”  he  asked,  as  the  land¬ 
scape  of  South  Jersey  farms  whisked  by.  “This 
may  not  be  the  best  day  to  come  down.” 

This  turned  out  to  be  an  understatement. 
Just  hours  earlier,  official  word  arrived  that 
The  McClatchy  Co.  was  indeed  buying  Hoyt’s 
parent  company,  Knight  Ridder.  That  after¬ 
noon,  McClatchy  editors  were  coming  in,  the 
Knight  Ridder  staff  needed  some  guidance, 
and  Hoyt  had  just  learned  that  by  midsum¬ 
mer  he  would  no  longer  be  running  the 
bureau  as  Washington  editor. 

After  nearly  seven  years  shepherding  the 
growing  newsroom  at  12th  and  G  streets  — 
through  award-winning  war  coverage,  hurri¬ 
cane  reporting,  and  Washington  scoops  — 
Hoyt  had  been  told  he  would  be  replaced  by 
David  Westphal,  the  veteran  McClatchy  D.C. 
bureau  chief.  McClatchy ’s  15-person  bureau 
would  merge  with  Knight  Ridder’s  much 
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After  leading  Knight  Ridder  bureau  to  reeent  glory, 
Clark  Hoyt  must  make  way  for  McClatchy  takeover 


On  Capitol  Hill,  where  Hoyt  lives  and  breathes.  The  38-year  Knight  Ridder  veteran  doesn't 
plan  to  retire  once  he  leaves  the  bureau  in  midsummer;  “I’ll  do  something,"  he  vows. 
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BY  JOE  STRUPP 

ON  THE  MORNING  OF  MaRCH 
13,  on  A  train  heading  south 
somewhere  between  Trenton, 
N.J.,  and  Philadelphia,  my 
cell  phone  rang.  Clark  Hoyt, 
whom  I  was  scheduled  to  interview  in  a  few 
hours,  was  on  the  other  end,  sounding  a  bit 
overwhelmed.  “.Toe?”  he  asked,  as  the  land¬ 
scape  of  South  Jersey  farms  w  hisked  by.  “This 
may  not  be  the  best  day  to  come  down.” 

This  turned  out  to  be  an  understatement. 
Just  hours  earlier,  official  word  arrived  that 
The  McClatchy  Co.  was  indeed  buying  Hoyt  s 
parent  company,  Knight  Ridder.  That  after¬ 
noon,  McClatchy  editors  w'ere  coming  in,  the 
Knight  Ridder  staff  needed  some  guidance, 
and  Hoyt  had  just  learned  that  by  midsum¬ 
mer  he  w^ould  no  longer  be  running  the 
bureau  as  Washington  editor. 

After  nearly  seven  years  shepherding  the 
growing  newsroom  at  12th  and  G  streets  — 
through  award-winning  w  ar  coverage,  hurri¬ 
cane  reporting,  and  Washington  scoops  — 
Hovi  had  been  told  he  w^ould  be  replaced  by 
David  Westphal,  the  veteran  McClatchy  D.C. 
bureau  chief.  McClatchy ’s  15-person  bureau 
would  merge  with  Knight  Ridder’s  much 


Knight  Ridder  Washington  Bureau  Chief  John  Walcott,  left,  confers  with  Hoyt,  national 
correspondent  Drew  Brown,  seated,  and  National  Security  Editor  Renee  Schoof. 


larger  staff  of  more  than 
100  editors,  regional 
reporters,  foreign  corre¬ 
spondents,  and  the  Knight 
Ridder  Tribune  Informa¬ 
tion  Service. 

For  now,  Hoyts  thoughts 
were  not  on  his  own  future, 
hut  rather  on  making  sure 
his  staffers  got  the  com¬ 
plete  story  on  the  sale, 
received  answers  to  the 
inevitable  job  concerns, 
and  covered  some  news  in 
between.  “It  is  not  a  prob¬ 
lem  if  you  want  to  come 
by,”  he  said,  as  the  south¬ 
bound  train  rumbled  past  a 
warehouse  complex.  “But  I 
may  not  be  able  to  see  you 
until  later,  or  tomorrow.” 

As  the  day  wore  on, 

Hoyt’s  hopes  for  a  calm 
afternoon  vanished. 

McClatchy  Vice  President/ 

News  Howard  Weaver 
arrived  later,  telling  the  newsroom  that  the 
new  owners  valued  their  work  highly  and 
planned  to  keep  them  on.  He  said  McClatchy 
CEO  Gary  Pruitt  would  visit  them  later  in 
the  week. 

“It  has  the  potential  to  be  a  good  thing,” 
observed  William  Douglas,  a  White  House 
correspondent  and  three-year  bureau  em¬ 
ployee  who  chatted  at  his  cubicle,  one  of 
many  that  populate  the  expansive  lOth-floor 
operation.  “There  are  going  to  be  changes, 
but  nobody  knows  what  they  are  going  to  be.” 
Fellow  scribe  Chris  Adams,  a  member  of  the 
investigative  team,  expressed  some  worries. 

“I  don’t  know  if  McClatchy  will  want  to  con¬ 
tinue”  the  bureau’s  investigative  efforts,  he 
said.  “They  have  not  put  their  resources  be¬ 
hind  a  national  news  operation  in  the  past.” 

Throughout  the  day  as  more  details  about 
the  sale  emerged  —  including  McClatchy’s 
plans  to  resell  12  of  the  Knight  Ridder  papers 
and  Westphal’s  hints  that  he  would  like  to 
see  more  regional  reporting  and  Web  con¬ 
tent  from  the  bureau  —  Hoyt’s  staffers  con¬ 
tinued  to  speculate  about  the  future.  The 
bureau’s  star  has  risen  considerably  during 
the  past  few  years,  mainly  the  result  of 
consistent  reports  questioning  U.S.  intelli¬ 
gence  before  the  Iraq  war,  and  then  its  in¬ 
sightful  coverage  of  the  conflict  since  2003 
{see  next  page). 

The  results  are  showing.  Last  month,  the 
Overseas  Press  Club  presented  its  prestigious 
Hal  Boyle  Award  to  KR’s  Baghdad  bureau 
veterans  Hannah  Allam,  Tom  Lasseter,  and 
the  late  Yasser  Salihee. 


The  Washington  reporters  say  they  have 
been  able  to  put  more  time  and  resources 
into  special  projects  and  sometimes  costly 
probing.  Economics  reporter  Kevin  Hall  says 
the  staff’s  mission  has  been  infused  with  “this 
vision  of  high-altitude  reporting”  by  Hoyt 
and  bureau  chief  John  Walcott.  “Taking  a 
step  back,  taking  an  extra  day  to  explain 
things  more.” 

Ask  nearly  anyone  at  the  bureau  who  is 
behind  the  improvements  and  broader  out¬ 
look,  and  the  credit  almost  always  goes  to 
the  man  at  the  top.  “Hoyt  is  a  terrific  inside 
player  in  the  organization,”  congressional 
correspondent  Jim  Kuhnhenn  observ'ed  over 
drinks  at  Butterfield  9,  an  upscale  eatery  just 
blocks  from  the  office.  “Coordinating  the  role 
the  bureau  plays.  The  profile  has  grown, 
the  name  is  more  well  known.”  He  cited  one 
example  of  its  increased  clout:  John  Keny'S 
accessibility  on  the  campaign  trail  in  2004. 
“Other  than  The  New  York  Time^  and  Wash¬ 
ington  Post,  I  got  the  most  interviews  with 
Kerry,”  he  noted. 

White  House  correspondent  Ron  Hutche¬ 
son  also  credits  Hoyt  with  leading  the  way. 

“It  is  good  management,”  he  said,  sipping  a 
cocktail  at  the  bar.  “Every  bureau  in  Wash¬ 
ington  struggles  with  striking  a  balance  be¬ 
tween  inside  and  outside  the  beltway.  Hoyt 
had  the  big  picture.” 

A  history  of  reporting 

Slightly  more  than  24  hours  had  passed 
since  Hoyt  learned  his  company  w'ould  be 
sold  to  McClatchy,  his  bureau  would  be  taken 


away  from  him,  and  his  38 
years  with  Knight  Ridder 
would  soon  be  over.  Still, 
the  63-year-old  was  quick 
to  credit  his  parent  com¬ 
pany  and  its  reporters 
with  allowing  him  to 
shape  the  bureau  into 
what  it  is  today. 

“It  was  a  corporate  deci¬ 
sion  to  cover  9/11  [and  its 
aftermath]  as  a  team,  not 
as  individual  papers,”  he 
said  over  lunch  across  the 
street  from  the  bureau. 
“We  pushed  for  it  and 
there  was  resistance  at 
the  beginning.  But  when 
people  saw  results,  there 
was  a  pretty  wide  embrace 
within  the  company.” 

Kathleen  Carroll,  execu¬ 
tive  editor  of  the  Associat¬ 
ed  Press,  spent  six  years  in 
the  Knight  Ridder  Wash¬ 
ington  bureau  as  both 
news  editor  and  bureau  chief  before  taking 
the  AP  helm  in  2002.  During  that  time,  Hoyt 
pushed  for  scoops  but  also  expanded  cover¬ 
age.  “He  is  a  Washington  rat,”  Carroll  said. 
“He  loves  stories,  breaking  news  and  has 
a  real  infectious  enthusiasm  and  a  smart, 
sophisticated  approach  for  marshalling 
resources  for  good  stories.” 

Hoyt  was  concerned  the  new  o\\'nership 
might  cut  back  or  even  eliminate  his  staff, 
given  that  it  produces  no  income  and  costs 
plenty.  “My  biggest  worry  was  that  someone 
wouldn’t  want  to  keep  the  bureau,”  he  admit¬ 
ted.  “I’m  very  proud  of  what  we  did.  It  has 
been  a  place  with  a  long  tradition  of  good 
journalism.” 

He  praised  McClatchy  for  maintaining  a 
pro-joumalism  approach  at  both  the  news¬ 
papers  and  its  bureau,  noting,  “They  are  way 
too  smart  to  screw  things  up.”  He  added  that 
McClatchy’s  desire  for  strong  regional  re¬ 
porting  does  not  have  to  mean  diminishing 
the  national  coverage  he  helped  build:  “I 
don’t  think  it  is  either/or.” 

Speaking  of  traditions,  Hoyt  has  enjoyed 
a  long  one  himself  as  a  company  man  —  and 
he  has  no  intention  of  calling  it  quits  after 
he  leaves  the  bureau.  “I’ll  do  something,” 
he  vowed. 

Hoyt’s  career  dates  back  to  before  there 
was  a  Knight  Ridder,  first  joining  Knight 
Newspapers  in  1968  as  a  reporter  at  the 
Detroit  Free  Press.  Since  then,  he  has  held 
jobs  ranging  from  editor  of  The  Wichita 
(Kan.)  Eagle  to  corporate  vice  president  for 
news  at  Knight  Ridder.  “I’ve  been  able  to 
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Knight  Ridder’s  Washington 
bureau  started  raising  its  profile 
just  months  after  Sept.  11,  when 
Clark  Hoyt’s  team  was  the  first  to  report 
President  Bush’s  plans  to  overthrow  Sad¬ 
dam  Hussein.  “It  was  generally  under  the 
radar,”  says  bureau  chief  John  Walcott, 
who  co-wrote  a  key  story  on  Feb.  13,  2002 
that  essentially  predicted  the  U.S.  invasion 
more  than  a  year  before  it  happened. 

Other  scoops  followed  in  2002  that 
chronicled  Bush’s  plans  for  war  and  refut¬ 
ed  many  of  the  justifications  for  an  inva¬ 
sion,  such  as  the  alleged  existence  of 
WMD.  It  also  revealed  some  officials’ 
doubts  about  the  need  for  military  action. 

When  the  invasion  began  in 
2003,  Knight  Bidder  assembled 
the  largest  group  of  embedded 
reporters  (35)  of  any  news  organiza¬ 
tion,  along  with  17  unilateral 
reporters.  They  also  created  a 
Baghdad  bureau  that  recently 
earned  a  top  Overseas  Press  award 
and  continues  to  break  news. 

“The  same  spirit  that  dominated 
the  Iraq  reporting  has  carried  over 
into  everything  here,”  says  Walcott, 
a  nine-year  bureau  veteran  and  a 
former  editor  at  U.S.  News  £5?  World 
Report.  “Reporting,  not  recording. 

Always  pushing  back.”  Since  then, 
the  bureau  has  been  credited  with 
pouring  resources  into  big  stories 
and  issues  ranging  from  Hurricane 
Katrina  to  the  true  costs  of  the 
Medicare  prescription  legislation. 

“Their  focus  has  become  more 
concentrated  on  being  a  big,  national  bu¬ 
reau,”  Mark  Silva,  a  Chicago  Tribune  White 
House  correspondent,  says  of  his  competi¬ 
tors.  “You  get  better  reporting  out  of  it.” 

Hoyt  traces  the  boost  in  coverage  partly 
to  a  conference  call  just  days  after  Sept.  11, 
2001  that  included  Knight  Ridder  CEO 
Tony  Ridder,  former  vice  president/news 
Jerry  Ceppos,  and  top  editors  from  several 
of  the  chain’s  major  papers.  “Jerry  said  we 
were  going  to  cover  this  as  a  Knight  Rid¬ 
der  story  out  of  Washington,”  Hoyt  recalls. 
“The  papers  were  to  offer  up  people  who 
wanted  to  volunteer,  but  not  send  them 
[to  cover  the  story]  individually.” 

This  approach,  as  expected,  drew  skepti¬ 
cism  from  a  number  of  KR  editors,  includ¬ 
ing  Robert  McGruder,  then  executive 


editor  of  the  Detroit  Free  Press.  “Bob  spoke 
up  and  asked  what  the  resources  would  be,” 
Hoyt  recalls.  “Tony  said,  ‘Whatever  it  takes.’ 
That  was  the  mandate,  and  it  has  been.” 

That  philosophy  led  not  only  to  the 
bureau’s  expansive  war  coverage,  but  also 
the  creation  of  an  investigative  team  and 
new  foreign  bureaus  in  Iraq  and  Cairo.  In 
addition,  Hoyt  struck  a  careful  balance 
between  the  national  staff  and  the  dozen 
or  so  regional  reporters  for  Knight  Ridder. 

When  the  bureau,  for  example,  assem¬ 
bled  its  large  embedding  force  for  the 
Iraq  War,  it  sought  volunteers  from  every 
Knight  Ridder  newspaper.  Among  them 
were  non-foreign  correspondents  Hannah 


Allam  of  the  St.  Paul  (Minn.)  Pioneer  Press 
and  Tom  Lasseter  of  the  Lexington  (Ky.) 
Herald-Leader.  Allam  has  gone  on  to  head 
the  Cairo  and  Iraq  bureaus  and  Lasseter 
has  contributed  much-lauded  reporting 
from  Iraq  for  most  of  the  past  three  years. 

A  similar  approach  occurred  during 
Katrina  coverage.  The  key,  Ho>t  stresses, 
is  not  trying  to  report  every  Washington 
story  that  the  bigger  competitors  are 
covering.  “We  pick  and  choose,”  he  says. 

“If  it  is  a  choice  between  a  daily  story  that 
almost  everyone  will  have  and  something 
new  where  we  are  going  to  break  new 
ground,  we  will  go  that  way.” 

Hoyt’s  tenure  did  not  begin  so  smoothly. 
He  had  to  follow  highly  respected  Knight 
Ridder  veteran  Gary  Blonston,  who  died 


in  1999.  That  change,  in  part,  prompted 
a  wave  of  defections  from  the  newsroom 
the  same  year,  forcing  Hoyt  to  bring  in 
eight  new  reporters  in  less  than  a  year’s 
time,  including  current  standouts  Warren 
Strobel  and  Jonathan  Landay. 

Associated  Press  Executive  Editor 
Kathleen  Carroll  notes  Hoyt’s  decision  in 
1997  to  centralize  the  foreign  bureaus  un¬ 
der  control  of  the  Washington  bureau  in¬ 
stead  of  individual  Knight  Ridder  papers. 
“It  was  extraordinarily  unpopular  with  the 
editors  at  those  papers,”  she  recalls.  “He  let 
them  yell  and  holler,  but  he  knew  it  was 
the  right  thing  to  do  —  and  I  think  Knight 
Ridder  is  demonstrably  better  off  for  him 
having  done  that.” 

Hoyt  hollered  a  bit  himself  sever¬ 
al  months  ago  when  The  Washing¬ 
ton  Post  and  The  New  York  Times 
followed  stories  his  bureau  had 
broken  without  crediting  it.  In  an 
internal  March  2  memo  to  Knight 
Ridder  editors,  which  eventually 
ended  up  on  Poynter’s  Romenesko 
Web  site,  Hoyt  wrote  that  he  had 
contacted  ombudsmen  at  both 
papers  to  complain  about  the  lack 
of  credit.  The  memo  read,  in  part, 
“Why  do  we  harp  on  this?  Because 
the  reporters  who  do  groundbreak¬ 
ing  work  deserve  the  credit.” 

Hoyt’s  demand  for  proper 
acknowledgement  reflects  the 
bureau’s  long-running  challenge 
to  receive  the  same  notice  as  such 
better-known  D.C.  outlets  as  the 
Post  or  the  local  bureaus  of  the  New 
York  Times  or  the  AP.  Some  staffers  claim 
that  to  outsiders,  the  name  “Knight  Rid¬ 
der”  can  still  conjure  mental  images  of 
actor  David  Hasselhoff  in  a  talking  sports 
car.  They  say  the  McClatchy  name  is  even 
less  known  in  D.C.  circles,  and  will  require 
them  to  work  even  harder  at  solidifying 
their  image  after  the  merger  is  completed. 

Some  also  blame  the  bureau’s  lesser- 
known  name  for  its  failure  to  win  a 
Pulitzer  Prize  —  something  Hoyt  also 
laments,  but  to  which  he  gives  little 
credence:  “I  would  love  for  reporters  in 
this  bureau  to  win  a  Pulitzer  or  Pulitzers. 
But  that  isn’t  why  we  do  what  we  do.  What 
matters  is  that  stories  have  impact  and 
get  recognition  from  leaders,  which  I 
know  we  do.”  —  Joe  Strupp 


All  in  the  KR  family:  Iraq  embeds  Juan  Tamayo  of  The  Miami 
Herald,  left;  the  Detroit  Free  Press’  Eric  Seals;  The  Kansas 
City  Star’s  Matt  Schofield;  and  the  Free  Press’  Nancy  Youssef 
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Clockwise  from  left:  Robert  Boyd,  left, 
and  Hoyt  on  the  trail  of  their  Pulitzer-win¬ 
ning  Thomas  Eagleton  scoop;  Hoyt  in  the 
press  room  deep  in  Detroit's  Cobo  Hall 
in  1980  during  the  Republican  National 
Convention;  in  the  early  1980s  as  manag¬ 
ing  editor  of  The  Wichita  (Kan.)  Eagle 


have  a  full  career  in  f 

one  company,”  he  said.  I 

“It  means  everything  I 

to  me.  I  also  have  been 
able  to  have  many  1 

opportunities.”  yiEf 

A  native  of  Provi-  [  ^ 

dence,  R.I.,  Hoyt  was 
the  youngest  son  of  ^ 

Charles  and  Maude  ^  ^ 

Hoyt.  His  father,  a  i“  |l^ 

career  Navy  officer,  MV 

served  in  the  South  '  x’  I  ^ 

Pacific  in  World  War  !  ,  i, 

II  and  later  became  j  J 

a  Navy  dentist.  His  L  3 

mother  was  a  regis-  f  M 

tered  nurse.  t 

During  the  first  10  iS  ' 

years  of  Hoyt’s  life, 
his  father’s  military  as- 
signments  moved  him 
around  the  country, 
from  Los  Gatos,  Calif, 
to  Key  West,  Fla 
While  in  Hawaii,  Hoyt 
got  his  first  taste  of 

journalism  at  age  8  when  he  joined  his  ■ 
only  brother,  Charles,  in  a  neighbor-  H 
hood  newspaper  venture.  The  duo  H 

published  “The  Maloalop  Snoop,”  H 

which  they  dutifully  filled  with  hap-  H 

penings  on  their  block  and  passed  out  H 
to  neighbors.  “We  reported  things  like  H 
whose  dog  left  a  calling  card  on  whose  H 
lawn,”  Hoyt  recalled.  “Big  breaking  H 
stuff.  It  was  just  fun  being  nosy.”  H 

Hoyt  later  attended  the  prestigious  V 
Hill  School  in  Pottstown,  Pa,  striking 
up  a  friendship  with  another  would-be  ^ 
newshound,  Norman  Pearlstine.  He 
recalls  the  pair  working  together  on  the 
school  paper  and  starting  a  literary  maga¬ 
zine.  “I  think  he  was  more  serious  than  me,” 
Hoyt  said  of  the  man  who  would  become 
editor  in  chief  of  Time  magazine. 

After  high  school  Hoyt  attended  Colum¬ 
bia  University,  majoring  in  English,  and 
said  he  gave  serious  thought  to  the  foreign 
service  as  he  possessed  a  strong  interest 
in  Latin  America:  “Before  I  was  bom  my 
father  was  stationed  at  Guantanamo  and 
I  remember  his  stories  of  living  there.” 

His  journey  to  diplomacy  began  with  a 
1964  internship  in  the  Washington  office  of 
Sen.  George  Smathers,  a  Florida  Democrat 
who  later  gave  Hoyt  a  job  as  a  speechwriter 
and  researcher.  In  1966,  the  news  bug  bit 
again  when  Hoyt  got  a  reporting  job  with 
The  Ledger  in  Lakeland,  Fla,  where  he  says 
he  “took  a  huge  pay  cut.”  The  Ledgers  edi¬ 
tor,  a  former  Washington,  D.C.,  correspon- 


during  his  unsuccessful  1968  U.S.  Senate 
campaign.  When  the  strike  ended,  Hoyt 
went  to  Detroit. 

From  1968  to  1970,  he  dove  into  political 
coverage  during  what  he  called  a  “fascinat¬ 
ing  time  in  politics.”  Colorful  characters  like 
former  Michigan  Gov.  George  Romney  and 
U.S.  Sen.  Phil  Hart  showed  the  young  jour¬ 
nalist  how  intriguing  such  a  beat  could  be. 
“It  was  my  first  time  out  on  the  campaign 
trail  with  candidates,”  he  said  of  the  cam¬ 
paign  by  Romney’s  wife,  Lenore,  who  lost  a 
bid  for  the  Senate  in  1970.  “It  was  often  me, 
the  press  secretary,  and  the  candidate  out 
driving.  You  had  real  access.” 

One  such  incident  brought  Hoyt  a  bit  too 
close  to  reality  when  he  was  on  a  chartered 
plane  with  Lenore  Romney  for  a  short 
flight  across  Michigan  and  the  scheduled 
pilot  never  showed  up.  When  the  owner  of 
the  plane  took  the  controls,  Hoyt  was  con¬ 
cerned.  “It  became  apparent  quickly  he 
barely  knew  how  to  fly,”  Hoyt  explained. 
“He  couldn’t  even  work  the  radio.  That  was 
a  part  of  campaigning  I  did  not  miss  — 
small  planes.” 

But  Hoyt  said  he  does  miss  the  close 
connections  reporters  had  with  candidates 
in  those  days,  saying  today’s  election  cover- 


dent  for  The  Miami  Herald,  remembered 
Hoyt  during  their  time  together  on  Capitol 
Hill  and  piqued  the  latter’s  news  interest. 

His  first  Florida  story:  covering  a  KKK 
turkey  shoot.  “I  forgot  to  wind  the  camera 
and  I  double-exposed  everything,”  Hoyt  re¬ 
called.  “One  picture  came  out,  of  the  KKK 
flag  and  American  flag  together.”  He  later 
uncovered  wrongdoing  by  a  local  slum  lord 
who  pulled  a  gun  when  Hoyt  went  to  con¬ 
front  him  with  allegations.  “He  just  had  it 
in  his  hand,  but  the  message  was  clear,”  he 
said.  During  his  time  at  the  Ledger  he  also 
got  married,  to  the  paper’s  assistant 
women’s  editor,  Jane  Hauser. 

In  1967,  a  job  opened  with  the  Detroit 
Free  Press  but  Hoyt  had  to  hold  off  for  sev¬ 
eral  months  when  the  Motown  paper  went 
on  strike.  He  returned  briefly  to  his  political 
life,  serving  in  the  interim  as  press  secretary 
for  former  Florida  Gov.  LeRoy  Collins 
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age  is  missing  the  intimate  stories  with 
politicians.  “Everything  is  so  much  more 
organized  and  packaged  on  their  part,” 
the  editor  recalled.  “Staying  on  message. 

It  feels  to  me  that  a  lot  of  spontaneity  has 
gone  out  of  it.” 

After  two  years  in  Detroit,  Hoyt  returned 
to  D.C.  as  Washington  correspondent  for  the 
Miami  Herald  from  1970  to  1973  and  then 
became  a  national  correspondent  for  Knight 
Newspapers,  a  post  he  held  until  1976. 
Among  his  memories;  being  in  the  court¬ 
room  when  the  Watergate  burglars  were 
arraigned  on  June  17, 1972.  Sitting  several 
rows  behind  a  young  Bob  Woodward,  Hoyt 
could  not  hear  burglar  James  McCord’s 
famous  revelation  of  his  past  ties  to  the  CIA, 
an  admission  that  sparked  Woodward’s 
in-depth  investigation.  “I  was  in  the  back 
of  the  room,”  he  mused.  “The  acoustics 
were  terrible.” 

Shocking  developments 

But  Hoyt  soon  had  a  scoop  of  his  own.  Just 
weeks  later,  he  broke  the  story  of  Democratic 
vice  presidential  nominee  Thomas  Eagleton’s 
past  treatment  for  depression  that  included 
electroshock  therapy.  The  revelation  drove 
Eagleton,  then  a  Missouri  senator,  from 
the  vice  presidential  slot  under  George 
McGovern  £md  won  Hoyt  a  Pulitzer. 

Hoyt  had  been  covering  the  Democratic 
National  Convention  in  Miami  and  was  due 
for  a  vacation  when  editors  sent  him  to 
Missouri  to  dig  up  everything  he  could  on 
Eagleton,  who  had  just  been  nominated. 

“While  I  was  in  the  air  flying  to  St.  Louis, 
an  anonymous  caller  called  the  Detroit  Free 
Press”  Hoyt  recalled.  The  tip:  Eagleton  had 
received  treatment  for  depression,  including 
shock  therapy.  Hoyt  landed  in  St.  Louis 
and  immediately  went  to  the  St.  Louis  Post- 
Dispatch  to  look  through  clips  on  Eagleton. 
He  said  he  found  weeks  of  gaps  in  the  paper 
without  Eagleton  news,  “and  something 
about  a  possible  drinking  problem.”  He  also 
discovered  reports  of  a  frill  physical  at  the 
city’s  Mayo  Clinic. 

Further  reporting  revealed  the  name  of  a 
doctor  who  had  treated  Eagleton,  and  even 
a  date  and  place  where  the  shock  therapy 
was  administered.  Hoyt  drove  to  the  doc¬ 
tor’s  home  and  asked  if  the  medical  infor¬ 
mation  was  correct. 

The  response?  A  slammed  door.  “That’s 
when  I  knew  it  was  true,  but  we  still  had  a 
heck  of  a  problem  getting  it  into  the  paper.” 

Hoyt  then  phoned  Knight  Bidder’s  D.C. 
bureau  chief  Robert  Boyd,  and  the  two  even¬ 
tually  chose  to  confront  Eagleton  with  the 
information  in  person.  Resting  up  after  the 
convention,  Eagleton  and  McGovern  were 


in  South  Dakota  at  a  log  cabin  resort 
preparing  for  the  upcoming  campaign. 

The  reporter  and  editor  flew  there  and  told 
campaign  manager  Frank  Mankiewicz  what 
they  had.  The  news  prompted  a  sit-down 
between  the  candidates  and  top  campaign 
staffers  as  Boyd  and  Hoyt  paced  outside 
waiting. 

Eventually,  Eagleton  decided  to  hold  a 
surprise  press  conference  and  reveal  his 
secret.  He  also  gave  Hoyt  an  exclusive  inter¬ 
view  during  his  car  ride  to  the  Rapid  City, 
S.D.,  airport  immediately  afterward.  “He 
looked  quite  miserable,”  Hoyt  added.  Al¬ 
though  he  felt  badly  that  Eagleton  eventual¬ 
ly  had  to  leave  the  ticket,  Hoyt  was  of  the 
opinion  that  disclosing  such  serious  infor¬ 
mation  was  important.  “I  never  had  any 
doubts,”  he  said.  “I  felt  bad  for  him  on  a 
human  level.  But  when  you  are  talking 
about  someone  who  is  going  to  be  a  heart¬ 
beat  away  from  the  presidency,  that  is 
something  that  should  be  reviewed.” 

Hoyt  was  appointed  news  editor  of  the 
D.C.  bureau  from  1976  to  1977,  then  became 
business  editor  back  in  Detroit  from  1977 
to  1979.  When  the  Republican  National 
Convention  came  to  the  Motor  City  in  1980, 
Hoyt  was  put  in  charge  of  coverage,  which 
was  disrupted  when  the  paper’s  Teamster- 
led  drivers  staged  a  wildcat  strike  the  week 
of  the  event.  In  1981,  he  assumed  the  post 
of  assistant  to  Free  Press  Executive  Editor 
David  Lawrence,  and  later  left  to  become 
managing  editor  of  The  Wichita  (Kan.) 
Eagle,  a  post  he  held  until  1984. 

“I  learned  a  lot  about  people  and  life  I 
didn’t  know  before,”  Hoyt  said  of  his  time 
in  Kansas  farm  country.  “That  wheat  harvest 
time  dominates  life,  and  the  tovm  is  awake 
at  2  a.m.” 

Hoyt  returned  to  the  Washington  bureau 
once  more  in  1985  as  news  editor,  and  as 
bureau  chief  in  1987.  The  following  year  he 
married  a  second  time,  to  Linda  Kauss,  who 
now  works  as  a  deputy  managing  editor  at 
USA  Today.  In  1993  Hoyt  moved  to  Miami 
to  become  vice  president  of  news  for  Knight 
Ridder,  and  remained  there  for  five  years. 

“It  w'as  a  fascinating  challenge,”  he  recalled. 
“You  learn  much  more  about  the  business.” 

However,  it  was  a  strain  on  his  marriage, 
as  Hoyt  and  Kauss  saw  each  other  only  on 
weekends.  When  Knight  Ridder  relocated 
its  headquarters  to  San  Jose  in  1998,  he 
realized  that  commute  would  be  too  much 
to  bear  and  arranged  another  transfer  to  the 
D.C.  bureau  as  Washington  editor  in  1999. 

Bowing  out  gracefully 

Back  in  his  comer  office,  which  he  will 
relinquish  in  a  matter  of  months,  Hoyt 
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Watching  the  pols: 
from  left,  national 
correspondent  Ron 
Hutcheson,  chief  polit¬ 
ical  correspondent 
Steve  Thomma,  inves¬ 
tigative  team  editor 
Jim  Asher,  and  nation¬ 
al  correspondents 
Bill  Douglas  and 
Jim  Kuhnhenn 


remains  positive  but  nostalgic.  On  his  desk 
are  the  usual  items,  books,  and  paperwork, 
and  on  the  wall  hangs  a  large  framed  collec¬ 
tion  of  press  passes  and  sports  ticket  stubs  — 
some  dating  back  more  than  30  years. 
Among  the  souvenirs  are  a  1972  Republican 
Convention  credential  and  a  ticket  to  Game  7 
of  the  1997  World  Series. 

Asked  if  he  is  bitter  or  upset  about  losing 
his  job  and  seeing  his  longtime  company 


dismantled,  Ho>t 
offered  only  positive 
responses.  “Knight 
Ridder  is  ending,” 
he  said  bluntly.  “It 


is  the  end  of  the 


company  as  it  came 
together  during  all 
of  those  years.”  When  asked  to  name  his  best 
job  during  nearly  40  years  with  the  chain,  he 
replied  diplomatically  “Just  about  eveiylhing 
I  have  done  has  been  the  best  job  I’ve  had 
up  until  then.  Each  one  has  had  something 
special  about  it.” 

After  his  consulting  job  with  McClatchy  is 
finished  within  the  next  year  or  so,  Ho\t  has 
no  set  plans  other  than  rebuilding  a  1940 
Ford  Delaxe  Coupe  he  has  had  for  years,  and 


maybe  writing  a  few  books.  But  he  stressed 
that  he  wants  to  continue  working;  “I  have 
no  intention  of  retiring  in  the  near  future.” 

When  questioned  if  becoming  an  editor 
elsewhere  is  possible,  Hoyt  said  such  a  move 
is  possible  but  not  likely:  “I  am  at  a  stage 
w  here  I  am  doubtful  I  w  ould,  but  I  wouldn’t 
close  the  door  on  anvthing.”  On  his  forced 
departure,  he  is  practical.  “It  is  very  under¬ 
standable  that  they  w  ant  their  own  person,” 
he  said  of  incoming  editor  Westphal,  “who  is 
a  very  good  person  to  run  the  operation.” 

Westphal,  the  58-year-old  McClatchy 
bureau  chief  who  has  been  in  the  D.C.  office 
for  more  than  10  years,  returned  the  compli¬ 
ment,  saving  the  Knight  Ridder  bureau  un¬ 
der  Ho\t  “has  been  a  center  of  journalistic 
e.xcellence.” 

Meet  the  new  boss 

Moving  forward,  Westphal  will  undoubt¬ 
edly  make  some  changes  and  has  already 
indicated  he  wants  more  Web  activitv’  from 
the  bureau,  and  likely  more  regional  report¬ 
ing.  His  current  McClatchy  reporting  staff, 
which  has  grown  from  seven  reporters  to  11 
since  1995,  has  only  three  national  corre¬ 
spondents.  The  remainder  keep  tightly 
focused  on  writing  for  their  hometown 
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A  dead  ringer  for  author  George 
Plimpton,  Westphal  towers  over  most 
in  the  newsroom  at  well  over  6  feet, 
but  speaks  in  a  quiet,  conversational 
style.  His  small  office  overlooking 
busy  F  Street  includes  decorations 
ranging  from  a  photo  of  a  John  Deere 
tractor  to  a  framed  portrait  of  jazz 
greats  in  Harlem.  “I  come  from  a 
strong  regional-reporting  back¬ 
ground  and  I  will  want  that  to 
continue,”  he  said.  “There  are  a  fair 
number  of  Knight  Ridder  papers  that 
do  not  have  anyone  representing 
them  [in  Washington].  That  will 
have  to  be  resolved.” 

Staffers  say  he  mixes  an  aggressive 
approach  with  careful  leadership. 

“He  is  e.xtremely  calm,  organized, 
and  not  hard  to  read,”  commented 
Margaret  Talev,  a  national  correspon¬ 
dent  who  previously  worked  for  the 
Los  Angeles  Times  and  in  McClatchy’s 
Sacramento,  Calif,  bureau.  “He  is  a 
thoughtful  editor.” 

Although  Talev  is  one  of  only  three 
national  reporters  on  staff,  she  said  West¬ 
phal  does  not  force  them  to  cover  every 
D.C.  story  the  bigger  newsrooms  require. 
“Our  approach  has  not  been  to  bite  on 
every  daily  that  gets  cable  news  attention,” 
she  explained  during  a  conversation  in 
her  small  office.  “We  don’t  always  write 
a  daily  if  Bush  gives  a  speech.” 

Talev  mentioned  a  2005  story  she 
wrote  comparing  the  Iraq  War  with 
Vietnam  that  required  about  10  days  of 
reporting.  “I  was  under  very  little  pres¬ 
sure  to  do  any  dailies  during  that  time,” 
she  noted.  James  Rosen,  who  came  to  the 
McClatchy  bureau  in  1995  as  the  D.C. 
correspondent  for  The  News  Cf  Observer 
in  Raleigh,  N.C.,  and  became  its  national 
political  correspondent  in  2000,  con¬ 
firmed  Westphal’s  regional  approach: 

“Our  newspapers  do  not  want  to  follow 
the  bill  through  the  process.  Unless  it  is 
a  major  player  from  one  of  our  states.” 

Back  at  12th  and  G  streets,  Knight 
Ridder  staffers  remain  hopeful,  seeking  to 
paint  the  McClatchy  buyout  as  a  positive 
way  to  improve  on  their  already  promi¬ 
nent  successes.  Joe  Galloway,  the  veteran 
Knight  Ridder  military  affairs  wTiter  who 
is  stepping  dowm  in  June,  observ  ed,  “Mc¬ 
Clatchy  has  always  had  a  good  reputation. 
They  are  the  best  of  the  lot.” 

Hutcheson,  who  is  staying  on  as  White 
House  correspondent,  added,  “Their  in¬ 
tention  is  to  make  a  powerhouse  bureau. 
Their  challenge  is  to  make  McClatchy  a 
powerhouse.  It  is  doable.”  [1 


papers.  “It  is  a  regional-reporting  bureau,” 
Westphal  stressed  during  an  interview 
in  his  fourth-floor  office  at  the  National 
Press  Building  just  one  day  after  his 
takeover  was  announced.  “We  believe  in 
reporting  in  a  way  that  is  knowledgeable 
of  Washington,  but  very  close  to  the 
hometown.” 

He  pointed  to  the  way  his  bureau  and 
McClatchy’s  Modesto  (Calif)  Bee  broke 
the  story  of  police  investigating  Congress¬ 
man  Gary  Condit  in  2001  as  part  of  the 
search  for  former  intern  Chandra  Levy. 
“The  story  had  many  tentacles  in  both 
places,”  said  Westphal.  “Fundamental 
to  the  story  was  the  hometown  political 
reaction.”  Levy  was  eventually  found  dead 
in  a  D.C.  park,  but  Condit  was  never 
linked  to  the  murder. 

Although  Westphal  has  spent  more 
than  a  decade  in  D.C.,  the  majority  of  his 
news  background  is  middle  America. 

An  Iowa  native,  he  started  at  the  former 
Cedar  Falls  (Iowa)  Record,  then  spent  17 
years  at  the  Des  Moines  Register,  rising  to 
the  job  of  managing  editor  before  leaving 
in  1995  to  head  the  Washington  office. 

Des  Moines  is  also  where  he  met  his  wife, 
longtime  journalist  Geneva  Overholser, 
who  was  his  boss  for  many  years  and  is 


McClatchy’s  David  Westphal,  the  bureau's  new  boss 
who  is  expected  to  push  for  more  Web  stories 


now  the  Curtis  B.  Hurley  Chair  in  Public 
Affairs  Reporting  at  the  University  of 
Missouri  School  of  Journalism’s  Washing¬ 
ton  bureau.  The  couple  has  three  children 
from  previous  marriages. 


QIJI  Congratulations  to  the  winners 
I  of  the  2006  Mongerson  Prize 

for  Investigative  Reporting  on  the  News 

$5y000  Mongerson  Prizes 

Brian  Thevenot  and  Gordon  Russell,  The  Times-Picayune 

for  work  showing  that  reports  of  violent  crime  after  Hurricane  Katrina  were  greatly  exaggerated 


Melissa  Cornick,  ABC  “20/20” 

for  a  story  on  animal  activist  groups  influencing  sympathetic  news  stories 

$1,000 Awards  of  Distinction 

Mark  Mazzetti  and  Borzou  Daragahi 

Los  Angeles  Times 
“U.S.  Military  Covertly  Pays  to  Run 
Stories  in  Iraqi  Press” 

David  Barstow 

The  New  York  Times 
“The  Message  Machine” 

Eamon  Javers 

Businessweek.com 
“Op-Eds  for  Sale” 

Citations  of  Excellence 

The  Bakersfield  Californian 
gradethenews.org 


The  Medill  School  of  Journ.ilisni  sponsors  the 
Mongerson  Prize,  honoring  journalists  who 
uncover  and  correct  incomplete,  inaccurate  or 
misleading  news  stories. 

The  prize  is  the  only  one  that  recognizes  journalists 
for  serving  the  public  interest  by  being  watchdogs 
of  news  coverage. 

Submissions  for  the  2(107  Mongerson  Prize  are 
welcome  throughout  the  year.  Stories  must  have 
been  written  m  2006  and  have  been  published  by 
U.S.-based  newspapers,  magazines,  radio,  television, 
wire  services  or  online  news  outlets. 

To  see  the  winning  entries  or  to  apply  for  the 
2007  prize,  please  see  our  Web  site: 

www.mongersonprize.org 


li25  G  St.  NW,  Suite  730 
Washington,  DC,  20005 


Medill 
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SO  WHAT  MADE  THIS  YEAR’S  PULITZER 

Prizes  different?  Well,  for  starters, 
there  were  two  winners  of  the  presti¬ 
gious  Public  Service  gold  medal  —  for 
only  the  fifth  time  ever  —  and  two 
winners  in  national  reporting,  the  sixth  time  that 
has  happened.  The  Pulitzer  board  also  made  the 
rare  move  of  overruling  its  judges,  choosing  a  \vin- 
ner  that  was  not  a  finalist,  in  moving  The  Times- 
Picayune  of  New  Orleans  up  to  share  the  Public 
Service  award  with  The  Sun-Herald  of  Biloxi, 
Miss.,  both  for  Hurricane  Katrina  coverage. 

Web  entries  made  their 
first  appearance  in  all  14 
journalism  categories, 
accounting  for  at  least 
10%  of  the  total  submis¬ 
sions  (more  than  1  out  of  4 
in  the  photography  cate¬ 
gories)  and  contributing 
to  at  least  five  winners. 

Pulitzer  Administrator  Sig 
Gissler  says  the  online  en¬ 
tries  “played  a  significant 
role,”  and  he  expects  the 
number  of  Web  entries  to 
increase  in  coming  years. 

Previously,  Web  submis¬ 
sions  could  only  be  made 
in  the  Public  Service  cate¬ 
gory.  Even  blog  entries  are 
now  accepted,  although 
podcasting  is  still  out. 


One  thing  did  not  change  this  year:  Leaks  from  judges,  editors, 
and  reporters  enabled  E&P  Online  to  post  an  accurate  list  of 
finalists  well  in  advance  of  the  official  announcement. 

Hurricane  Katrina  and  government  accountability  led  the 
prizes.  It  was  a  real  “watchdog”  year,  and  the  White  House,  in  fact, 
had  tried  to  subvert  winning  reports  by  Dana  Priest  of  The  Wash- 
ington  Post  and  The  New  York  Times’ James  Risen  and  Eric  Licht- 
blau.  The  Post  scored  four  prizes  —  the  most  of  any  paper  this 
year  —  while  Tribune  Co.  got  shut  out,  despite  earning  several 
finalist  nods.  Surprisingly,  Iraq  war  coverage  received  relatively 
little  notice,  with  the  only  winners  a  pair  of  homefront  efforts 
by  the  Rocky  Mountain  News  of  Denver  in  feature  writing  and 
photography  for  its  “Final  Salute”  series. 

“At  a  time  when  the  news  media  is  often  criticized,  the  winners 
and  finalists  are  an  example  of  high-quality  journalism,”  Gissler 
declares.  The  number  of  entries  dipped  only  very  slightly  this  time 
around,  from  1,326  last  year  to  1,324  this  year.  —  Joe  Strupp 


www.editorandpublisher.com 


The  Dallas  Morning  News 
scored  a  Pulitzer  for  Breaking 
News  Photography,  for  its 
images  of  Hurricane  Katrina’s 
impact  and  aftermath. 


•  i  Pulitzer  2006 


This  year’s  awards  centered  on  hurricane  coverage  and 
whistle-blowing,  from  Califomia  to  Washington,  D.C. 


MICHAEL  AINSWORTH/- 
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Todd  Heisler  captured  gripping  images  of  Katherine  Cathey  falling  onto  the  casket  of  her  husband, 
2nd  Lt.  James  Cathey,  above,  and  Cathey  pressing  her  pregnant  belly  to  her  beloved’s  casket,  right. 

FEATURE  writing/photography:  ROCKY  MOUNTAIN  NEWS,  DENVER 

Militanf 'salute' nets  2  wins  in  Denver 


BYMIKI  JOHNSON 

For  its  “Final  Salute”  package, 

which  won  this  year’s  Pulitzer  Prizes 
for  both  feature  writing  and  feature 
photography,  Denver’s  Rocky  Mountain 
News  combined  images  by  Todd  Heisler 
and  12,000  words  from  Jim  Sheeler  to  tell 
the  story  of  local  Marines  responsible  for 

notifying  the  fami-  - 

lies  of  fallen  soldiers 
and  helping  them 
through  the 
grieving  process. 

The  24-page, 
ad-free  special 
Veterans’  Day 
section  had  been 
conceived  nearly 
a  year  prior  when 

Sheeler  met  the 
.  ,  .  ,  Heisler,  center,  reacts  w 

Jorys  central  /Vews  staffers  including 

figure,  Maj.  Steve 

Beck,  at  a  military  funeral.  Sheeler,  who  has 
covered  “the  war  at  home”  since  the  first  Iraq 
casualty  returned  to  Colorado  in  March 
2003,  says  he  eventually  enlisted  the  reluc¬ 
tant  Beck  to  help  show  “the  care  that  his 
Marines  were  showing  to  these  families.” 

For  nearly  a  year,  Sheeler  and  Heisler 
followed  mourning  families  and  the  soldiers 


Heisler,  center,  reacts  with  fellow  Rocky  Mountain 
News  staffers  including  Jim  Sheeler,  far  right. 


who  support  them,  gaining  deep  access  in 
part  because  of  the  three-time  Iraq  embed¬ 
ded  photographer’s  familiarity  with  combat 
realities  and  military  terminology. 

“He  got  to  know  the  families  as  well  as  I 
did,”  Sheeler  says  of  Heisler.  “He  was  a  huge 
support ...  I  wouldn’t  have  been  able  to  get 
through  all  this  without  him.”  And  despite 
having  to  expose 
themselves  during 
a  difficult  time,  the 
families  in  “Final 
Salute”  want  their 
soldiers’  stories  told, 
Sheeler  adds. 

“The  families 
really  feel  this  is 
their  story,”  he  says, 
describing  the  scene 

at  the  News  when 
fellow  Rocky  Mountain  .,  i u 
1  Sheeler,  far  right.  ^^e  Pulitzer  results 
came  in.  The  story  s 

subjects  had  been  invited,  along  with  Terry 
Cooper,  the  mother  of  the  first  Coloradoan 
who  died  in  Iraq.  Although  known  for  her 
stoic  courage,  Cooper  was  extremely  emo¬ 
tional  on  Pulitzer  day.  “She  basically  said 
that  this  recognition  will  mean  that  all  of 
their  sons  and  husbands  won’t  be  forgotten,” 
adds  Sheeler.  11 


200e  Pulitzer  Prize  Winners 

PuBUc  Service:  The  Sun-Herald,  Biloxi,  Miss., 
and  The  Times-Picauyne,  New  Orleans,  for  cover¬ 
age  during  Hurricane  Katrina  and  its  aftermath 
Brfaking-News  Re;porting:  The  Times- 
Picauyne,  New  Orleans,  for  Katrina  coverage 
Investigative  Reporting:  The  Washington 
Post,  for  series  exposing  corruption  surrounding 
Washington  lobbyist  Jack  Abramoff 
Explanatory  Reporting:  The  Washington 
Post,  for  David  Finkel’s  reports  on  Yemen 
Beat  Reporting:  The  Washington  Post, 
for  Dana  Priest's  stories  on  secret  prisons 
National  Reporting:  The  Hew  York  Times, 
for  report  on  NSA  wiretapping,  and  Copley 
News  Service/Tihe  San  Diego  Union-Tribune, 
for  probe  of  Rep.  Randy  “Duke”  Cunningham 
Internationai.  Reporting:  The  New  Wirk 
Times,  for  Joseph  Kahn  and  Jim  Yardley’s  reports 
on  China’s  struggle  to  create  modern  legal  system 
Feature  Writing:  Rocky  Mountain  News, 
Denver,  for  “Final  Salute,”  a  special  report  about 
Marines  notifying  military  families  about  deaths 
Commentary:  The  New  York  Times,  for  Dp-Ed 
columnist  Nicholas  D.  Kristof's  reports  from  Darfur 
Criticism:  The  Washington  Post.  Robin  Givhan 
Editorial  Writing:  The  Oregonian,  Portland, 
for  Dp-Eds  on  conditions  at  Dregon  State  Hospital 
Editorial  Cartooning:  The  Atlanta 
Journal-Constitution,  Mike  Luckovich 
Breaking  News  Photography:  The  Dallas 
Morning  News,  for  Hurricane  Katrina  photos 
Feature  Photography:  Rocky  Mountain 
News,  for  the  “Final  Salute”  special  report 


46  EDITOR&PUBLISHER  MAY  2006 


www.editorandpublisher.com 


photographers,  and  the  patients  and  fami¬ 
lies  who  had  eschewed  privacy  and  risked 
retribution  by  sharing  their  stories. 

The  writers,  both  Oregon  natives,  heard 
about  abused  adolescent  patients  and 
crowded,  dirty  buildings  overseen  by  fiais- 
trated,  overworked  staffers.  They  sought 
out  struggling,  abandoned  patients  in  the 
House  speakers  own  district  and  compared 
them  to  those  at  clean  community  centers 
and  a  brand  new  state  facility  in  Kansas  in 
strongly  narrative,  descriptive  pieces.  “We 
were  looking  for  ways  to  make  them  more 
human  and  more  powerful  and  more  read¬ 
able  within  the  confines  of  an  editorial,” 
Attig  notes. 

The  editorials,  along  with  a  cresting  wave 
of  community  action,  convinced  the  state  to 
remove  adolescents  from  the  mental  hospi¬ 
tal,  to  replace  the  facility,  and  to  allocate 
record  funds  for  “community  bed”  care. 
Probably  the  greatest  triumph  came  when 
the  mental  health  parity  bill  passed  59-to-l. 
Attig  and  Bates  had  been  told  outright  at 
the  beginning  of  their  fight  that  the  legisla¬ 
tion  would  simply  never  pass.  11 


Editorial  Writing:  The  Oregonian 


In  Oregon,  the)  helped  turn  the  tide 


BYMIKI  JOHNSON 

WHEN  OjtEGONMAT ASSOCIATE 
editors  Rick  Attig  and  Doug 
Bates  came  upon  a  room  filled 
with  canisters  of  past  patients’  “cremains” 
during  their  tour  of  the  dilapidated  Oregon 
State  Hospital,  they  knew  they  had  found  a 
cause  that  needed  to  be  championed  in  the 

newspaper’s  pages.  - 

Once  Oregon  Gov.  Ted  Kulongos- 
ki,  who  in  30  years  hadn’t  visited  the 
mental  hospital  —  which  was  the 
setting  for  the  1975  film  One  Flew 
Over  the  Cvekoo’s  Nest  —  took  a  tour  ^ 
and  announced  the  facility  would  be 
replaced,  Attig  and  Bates  knew  the 
tide  was  turning. 

And  when  the  AP  finally  moved 
the  results  of  the  Pulitzer  Prize  for 
editorial  writing  on  April  17,  naming 
them  the  winners,  the  duo  knew  Bate 


they  would  have  to  stand  in  the  newsroom’s 
central  “well”  before  their  families  and  peers 
and  say  a  few  words  —  but  they  weren’t 
happy  about  it.  “We  were  dreading  our 
speeches,”  Attig  sajs. 

So  they  stuck  to  the  basics,  thanking 
the  numerous  people  who  had  contributed 
to  the  15-part  series:  editors,  reporters. 


Attig,  and  publisher  Fred  Stickel  get  the  news. 


t  Pulitzer  2006 


Editoriai.  Cartooning: 
Atlanta  Journal-Constitution 

1IIY?’I$  parti) 
wh)  artist  won 

BY  DAVE  ASTOR 

How  DOES  EDITORIAL  CARTOONIST 

Mike  Luckovich  feel  about  win¬ 
ning  the  Pulitzer  Prize  again 
after  11  years? 

“It’s  just  as  thrilling  the  second  time 
as  the  first,”  says  The  Atlanta  Journal- 

Constitution  artist. 

In  some  ways, 
Luckovich  adds,  win¬ 
ning  in  2006  is  better 
than  it  was  in  1995. 

He  noted  that  three  of 
his  children  are  now 
at  ages  (19, 17,  and  14) 
where  they  can  appre- 
A  second  Pulitzer  ciate  Dad’s  prize 
for  Mike  Luckovich  more.  His  youngest 

daughter,  who’s  5,  missed  the  first  Pulitzer. 

Luckovich,  46,  feels  his  memorable  Iraq 
Wair  cartoon  —  in  which  he  spelled  the 
word  “WHY?”  with  the  neimes  of  2,000 


American  soldiers  who  had  died  in  Iraq 
as  of  last  October  —  helped  secure  him  the 
win  this  time  around.  “That  was  the  first 
cartoon  in  my  entry,”  recalls  Luckovich, 
who  submitted  a  total  of  20  drawings. 

“It  was  a  very  powerful  cartoon,”  adds 
Margo  Sugrue,  national  sales  director  of 
Creators  Syndicate,  which  distributes  Luck- 
ovich’s  work  to  more  than  150  newspapers. 


“He  obviously  poured  a  lot  of  time  and 
effort  into  it.”  The  cartoonist  spent  more 
than  12  hours  inking  the  drawing. 

Sbc  of  the  20  cartoons  Luckovich  entered 
this  year  were  on  Iraq-related  topics  and 
four  on  Hurricane  Katrina.  Luckovich  (pro¬ 
filed  in  E^P,  December  2005)  worked  for 
The  Times-Picayune  in  New  Orleans  before 
joining  Xhe  Journal-Constitution  in  1989.  ® 
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CONGRATULATIONS 


KRT's  Pulitzer  Prize-winning 

contributors. 

IT'S  AN  HONOR  TO  SHARE  YOUR  W«  TK  WITH  THE  WORLD. 

BREAKING  NEWS  PHOTOS 

The  Dallas  Morning  News 
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PUBLIC  SERVICE 

The  Sun  Herald — Biloxi,  MS 


GULFPORT,  Miss.  -  Hurricane  Katrina 
brought  catastrophic  damage  Monday 
from  the  Coast  to  Hattiesburg.  Gulfport 
Fire  Chief  Pat  Sullivan  said  do\wntown 
buildings  were  "imploding"  or 
collapsing.  Coastwide  there  were 
reports  of  homes  and  buildings..." 


KRT  delivers  complete  coverage  you  can  count  on 


60  news  organization  contributors  *100  correspondents  in  Washington,  D.C. 
71  reporters  overseas  •  27  foreign  bureaus  •  150  Pulitzer  Prizes 
1 ,000  print  and  electronic  clients  worldwide 
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PUBLIC  service;  The  Sun  Herald,  Biloxi,  Miss, 


and  to  keeping  people  informed  elsewhere.” 

Meanwhile,  more  than  100  Sun  Herald 
staffers  operated  out  of  a  camper  city,  set  up 
in  part  by  Knight  Bidder’s  logistical  team. 

The  paper  distributed 
80,000  copies  for  free  for 
six  weeks  following  Katrina, 
refusing  to  break  its  121-year 
'  tradition  of  never  missing 

^  a  single  day. 

The  paper  also  quickly 
swung  from  detached  ohjec- 
tivism  toward  advocacy. 
Front-page  editorials,  which 
were  previously  uncommon, 
are  now  regular  occurrences 
—  and  they’ve  grown  edgier, 
speaking  for  the  frustrated 

r  Stan  Tiner 

, ..  community'. 

if  fhp  win 


BYMIKI  JOHNSON 

STAN  Tiner,  executive  editor  and 
vice  president  of  The  Sun  Herald  in 
Biloxi,  Miss.,  says  the  newsroom 
celebration  for  the  paper’s 
Pulitzer  Prize  in  the  Public  / 

Service  category  was  slightly  V  B 

subdued,  partly  out  of  respect  \ 

for  the  circumstances  that  [. 

inspired  the  prize-winning  ^ 

coverage:  “So  many  in  the 
newsroom  suffered  such  ^ 

great  personal  loss,  as  did 
our  readers.”  Q  jB^^B 

In  the  days  following  the 
devastation  wrought  by 
Hurricane  Katrina,  the  paper 
kept  residents  informed  and 

helped  connect  bereft  people  Executive  Ei 

.  f  ,  .  .  .  upon  learnir 

with  many  basic  necessities. 

“Every  day  wasn’t  just  another  day,”  Tiner 
reflects.  “Every  paper  we  printed  was  im¬ 
portant  to  keeping  people  going  down  here 


Copley  reporter  Jerry  Kammer  joined  Stern  and 
others  in  investigating  a  corrupt  congressman. 


National  Reporting: 
Copley  News  Service 


BY  DAVE  ASTOR 


Marcus  Stern,  who  started 
the  probe  that  brought  down 
Rep.  Randy  “Duke”  Cunningham 
(R-Calif.),  sees  several  lessons  in  the 
investigation  that  won  a  National  Report¬ 
ing  Pulitzer  for  Copley  News  Service  and 
the  Copley-owned 
San  Diego  Union- 
Tribune. 

Stem,  a  reporter 
and  news  editor  in 
the  CNS  Washington 
bureau,  says  the  Cun¬ 
ningham  investiga¬ 
tion’s  success  “shows 
that  reporters  for  re¬ 
gional  and  mid-sized 
papers  can  play  a  huge  role  in  keeping  law¬ 
makers  honest.  It  also  shows  that  bureaus 
and  newspapers  can  work  closely  together.” 

Stem,  52,  broke  the  corruption  story, 
and  then  other  CNS  and  Union-Tribune 
reporters  joined  in  the  effort.  Cunningham 
ended  up  resigning  from  office  and  plead 
guilty  to  accepting  more  than  $2  million 
in  bribes  from  defense  contractors. 

CNS  Vice  President/Editor  Glenda 
Winders  says  many  journalists  enter  the 
profession  “to  rein  in  the  bad  guys  and 
make  the  world  a  better  place,”  which  was 
what  the  series  did.  She  adds  Stem  used 
public  records,  not  leaks,  for  the  probe. 

On  May  1,  Stem  voluntarily  stepped 
down  as  news  editor  to  focus  on  reporting 
at  the  Washington  bureau,  which  serves  the 
Union-Tribune  and  other  Copley  papers.  S 


Commentary  ;  The  New  York  Timf^ 


little  more  attention  to  Darfur,”  the  New 
York  Times  columnist  says. 

Editorial  Page  Editor  Gail  Collins  adds 
that  Kristof,  46,  richly  deserves  the  prize 
for  his  columns  about  Darfur  and  other 
topics  in  the  developing  world:  “Nick  has 
done  just  amazing,  path-breaking  stuff. 
His  work  is  both  dangerous  to  himself 
and  of  enormous  service  to  the  people 
he  writes  about.” 

Kristof,  who  travels  about  once  a 
month  for  his  column,  wishes  he  could 
have  more  impact.  “It  surprised  me  that 
Op-Ed  columns  have  less  persuasive 
power  than  I  thought  to  change  people’s 
minds  about  issues  they’re  already  famil¬ 
iar  with,”  he  says.  “But  columns  do  have  a 
significant  ability  to  put  [less-publicized] 
issues  on  the  agenda.” 

He  started  his  New  York  Times  News 
Seivice-syndicated  column  in  2001,  and 
was  a  Pulitzer  finalist  in  2004  and  2005 
before  winning  this  year.  !■ 


BY  DAVE  ASTOR 

Nicholas  Kristof,  who  won  the 
Pulitzer  Prize  for  commentary 
partly  because  of  his  columns 
about  Darfur,  hopes  the  award  shines  a 
brighter  spotlight  on  genocide  in  the 
Sudanese  region. 

“I  don’t  think  the  Pulitzer  board  was 
necessarily  sending  a  message,  but  the 
prize  may  have  the  effect  of  bringing  a 


No  leaks  required: 
CNS’  Marcus  Stern 


Nicholas  Kristof  speaks  in  the  Times  newsroom 
after  winning  his  Pulitzer  for  commentary. 
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CLOCKWISE  FROM  TOP  LEFT:  DAVID  PURDY/THE  SUN  HERALD,  BILOXI,  MISS.;  MICHAEL  TEMCHINF./CNS  PHOTO;  NO  CREDIT;  MARILYNN  K.  YEE/THE  NEW  YORK  TIME5 


2006  PULITZER  PRIZE  WINNER 


“We  are  grateful  for  the  recognition, 
extraordinarily  proud  of  our  staffs  and 
resolute  in  our  commitment  to  serve 
our  readers  with  distinction.  There’s 
no  better  way  to  underscore  that 
commitment  than  by  exercising  our 
watchdog  role  with  great  journalism.” 


David  C.  Copley,  Publisher 
Karin  E.  Winner,  Editor 


On  April  17,  the  Copley  News  Service-Washington,  D.C.,  Bureau  and 
Union-Tribune  journalists  received  a  Pulitzer  Prize  for  National  Reporting 
on  the  Randy  “Duke”  Cunningham  story.  Another  milestone  in  138 
years  of  watchdog  journalism  and  commitment  to  the  community. 
Visit  www.pulitzer.uniontrib.com  for  all  related  articles. 
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Investigative,  Explanatory,  Beat,  Criticism 


nZDOUew  were  asleep  at  le  Post' 


BY  JOE  STRUPP 

IT  WAS  APPROPRIATE  THAT  THE  WaSH- 
ington  Post  chose  the  rooftop  of  the 
legendary  Hay- Adams  Hotel  for  its 
Pulitzer  Prize  celebration,  held  just  hours 
after  the  paper  led  this  year’s  winners  with 
four  prizes  —  the  largest  one-year  haul 
in  the  newspaper’s  history.  Appropriate 
because  the  downtown  Hay-Adams’  roof 
overlooks  the  White  House,  a  bit  of  symbol¬ 
ism  for  the  paper’s  winning  entries. 

“The  view  from  the  roof  gives  us  the 
heart  and  vision  to  stand  our  ground,”  Post 
blogger  Marc  Fisher  wrote  on  the  paper’s 
Web  site  on  April  18. 

The  newspaper’s  take  included  prizes  in 
investigative  reporting,  to  James  V.  Grimal¬ 
di,  Susan  Schmidt,  and  R.  Jeffrey  Fisher; 
beat  reporting,  to  Dana  Priest;  explanatory 
reporting,  to  David  Finkel;  and  criticism, 
to  Robin  Givhan.  “I  am  pleased  the  Pulitzer 
board  handed  out  so  many  awards  for 
accountability  reporting,”  says  Executive 


Free  training 

for  your  copy  editors 

Your  newspaper’s  copy  editors 
can  hone  their  skills  and  feel  hon¬ 
ored  at  the  same  time  if  you 
nominate  them  for  the  weeklong 
Summer  Institute  for  Midcareer 
Copy  Editors.  What’s  better,  the 
training  is  free,  and  most  of  their 
costs,  including  lodging  and  air 
fare,  are  covered. 

The  seminar,  which  will  begin 
Sunday  evening,  July  9,  goes 
beyond  basics  to  tackle  a  wide 
range  of  subjects,  including  high- 
level  editing  and  management 
skills.  It’s  funded  by  the  John  S.  and 
James  L.  Knight  Foundation. 

For  more  information  and  an 
application,  visit: 
www.ibiblio.org/copyed 
If  you  have  questions,  contact: 
Professor  Bill  Cloud 
School  of  Journalism  and  Mass 
Communication 
Campus  Box  3365,  Carroll  Flail 
University  of  North  Carolina 
Chapel  Hill,  NC  27599-3365 
E-mail:  bcloud@email.unc.edu 
Applications  due:  May  12,  2006 


The  Washington  Post’s  R.  Jeffrey  Smith,  far  left,  James  V.  Grimaldi, 
left,  and  Susan  Schmidt,  center,  are  congratulated  by  fellow  Pulitzer 
Prize  winners  Dana  Priest,  Robin  Givhan,  and  David  Finkel,  right. 


Editor  Leonard  Downie  Jr.  “Being  a  watch¬ 
dog  on  the  government  is  a  major  part  of 
our  job.  It  is  important  for  American  jour¬ 
nalism  to  be  doing  this.” 

Each  of  the  winning  entries  off  ered  a 
clear  example  of  holding  government  ac¬ 
countable,  uncovering  inside  stories  of  offi¬ 
cial  policy,  and  taking  a  good  dose  of  heat 
for  the  effort  —  none  more  clearly  than 
Priest’s  CIA  “black  sites”  disclosures,  which 
drew  complaints  from  both  supporters  of 
the  administration,  for  revealing  the  hidden 
operation,  and  opponents,  who  criticized 
Priest  for  not  releasing  the  secret  prisons’ 
exact  locations.  Even  President  Bush 
weighed  in  during  a  meeting  with  Downie 
in  which  he  sought  to  have  the  story  held. 
“My  mission  was  simple,  to  describe  how 
the  U.S.  is  fighting  the  war  on  terrorism,” 
Priest  tells  E^P.  “In  20  years  of  reporting 
at  the  paper,  no  story  has  attracted  this  kind 
of  attention  and  controversy.” 

The  Jack  Abramoff  coverage  that  took 
the  investigative  prize  did  not  simply  ex¬ 
pose  the  illegal  actions  of  one  lobbyist  and 
his  related  connections  —  it  also  launched 
a  new  effort  by  Congress  to  spot  suspicious 
activities  by  its  members. 

“I  think  a  lot  of  journalists  wrote  it  off  as 
one  bad  apple,”  Grimaldi  says  of  the  Post’s 
first  days  of  Abramoff  coverage.  “Len 
Downie  had  the  foresight  to  see  that  it  was 
a  potential  story  with  a  lot  of  impact.”  Adds 
Schmidt,  “I  am  hoping  that  more  and  more 
reporters  are  really  scrutinizing  lawmakers 


and  lobbyists.  That  is  a  great  thing  if  that 
is  some  of  the  effect.” 

As  for  Finkel,  he  spent  four  months  in 
Yemen  and  nearly  a  year  of  overall  report¬ 
ing  on  his  three-part  series  uncovering  the 
impact  of  U.S.  democ¬ 
ratizing  efforts  in  the 
troubled  Middle  East 
nation.  “I  can’t  think  of 
another  paper  that 
would  dedicate  this 
much  to  a  project,”  he 
says.  “This  is  all  I  did 
last  year.” 

Even  Robin  Givhan’s 
work  included  a  com¬ 
ponent  of  accountabili¬ 
ty  journalism  as  it 
sought  to  “transform 
fashion  criticism  into 
cultural  criticism,”  ac¬ 
cording  to  the  Pulitzer 
Board.  Says  Downie, 
“She  is  such  an  interest¬ 
ing  and  provocative 

critic,”  and  as  a  result,  she  often  draws  flak. 

As  for  the  Post’s  editor,  this  year’s  crop 
marks  his  best  Pulitzer  showing  since  tak¬ 
ing  over  the  newsroom  in  1991-  With  these 
four  prizes,  Downie  matches  the  number 
of  Pulitzers  (21)  tallied  by  his  legendary 
predecessor,  Ben  Bradlee.  But  Downie  has 
collected  his  in  less  than  15  years,  while 
Bradlee  took  26  years  to  gamer  that  many. 
“The  numbers  are  not  what  is  important,” 
he  responds.  “What  pleases  me  is  the  range 
of  news  this  covers.  What  is  important  to 
me  is  what  we  do  for  our  readers.” 

Among  the  accolades  for  the  editor’s 
achievement  was  a  tip  of  the  hat  from  an¬ 
other  Pulitzer  collector,  Eugene  Roberts, 
who  led  The  Philadelphia  Inquirer  to  17 
Pulitzers  in  18  years  and  set  the  standard 
for  high-caliber  reporting.  He  tells  Ei^P 
the  Post  would  have  probably  won  more 
this  year  were  it  not  for  the  Hurricane 
Katrina  stories:  “The  Post  easily  could  have 
won  a  couple  of  others.  I  think  Len  Downie 
has  been  a  superb  editor  —  and  we  all  knew 
that,  even  without  the  Pulitzer.” 

Downie  appreciated  Roberts’  praise,  but 
his  favorite  acknowledgement  came  from 
Bill  Keller,  his  counterpart  at  The  New  York 
Times,  who  called  and  offered  congratula¬ 
tions.  “He  and  I  talked  and  agreed  we  were 
happy  for  each  other.”  Still,  he  was  quick  to 
praise  the  reporters  who  won  the  awards, 
adding,  “in  each  case,  the  prize  could  have 
been  as  much  for  their  career  achievements 
as  for  this  work.”  @ 
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‘E&P’ joins  three  operations  managers 
as  they  shop  for  CTP  at  Nexpo 

BY  JIM  ROSENBERG  ANB  MARK  FITZGERALO 

N  THE  LAST  MORNING  IN  MaRCH,  DEEP  INSIDE  McCoRMICK 
Place  in  a  windowless  conference  room  below  street  level, 
Todd  Keute,  Robert  BischofF,  and  Walt  Kolo  hunched  for¬ 
ward  attentively  as  Jim  Heming  described  why  Colorado 
Mountain  News  Media  went  with  a  violet  computer-to-plate  system, 
even  though  a  thermal  CTP  system  looks  like  the  better  financial 
deal.  Throughput  speed  was  important.  Higher  consumables  cost 
was  a  price  they  were  willing  to  pay;  you  have  to  consider  evapora¬ 
tion  when  a  press  is  running  40,000  copies  an  hour. 


Outside,  Chicago  beckoned.  Anyone 
taking  a  cigarette  break  by  the  under¬ 
ground  bus  lanes  could  gaze  up  at  the  near¬ 
by  skyline,  bathed  in  a  light  that  seemed  to 
illuminate  all  the  city’s  possible  pleasures. 

But  inside  the  PAGE  Co-Op  CTP  sympo¬ 
sium,  the  three  executives  from  Superior 
Publishing  Corp.  —  owner  of  dailies,  week¬ 
lies  and  shoppers  in  three  Great  Lakes 
states  —  listened  again  as  a  panel  of  CTP 
users  spoke  frankly  about  the  level  of 
service  buyers  could  expect  from  Agfa, 
aJfaQuest  Technologies,  Kodak  Graphic 
Communications,  Screen  (USA),  and 
others.  Users  also  had  tips:  Forget  the  800- 
number  support  —  get  cell-phone  numbers 
of  the  good  people.  Grab  as  many  spare 
parts  as  you  can  while  the  ink  is  still  wet 
on  the  contract. 

More  than  100  newspaper  and  vendor 
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At  right,  Bob  Bischoff,  Todd  Keute,  and  Walt 
Kolo  review  48  hours  of  immersion  in  CTP 
issues  last  month,  beginning  with  PAGE 
Co-op’s  daylong  pre-Nexpo  symposium, 
where  users'  presentations  (below)  were 
followed  by  vendors'  discussions  (bottom). 
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personnel  showed  up  for  the  symposium 
the  day  before  the  annual  newspaper  tech¬ 
nology  trade  show  and  conference  opened. 

Superior  Publishing  IT  Director  Robert 
Bischoff,  working  out  of  both  the  Superior, 
Wis.,  headquarters  and  a  Grand  Rapids, 
Minn.,  office,  and  SPC  Printing  subsidiary 
General  Manager  Todd  Keute  and  Press 
Manager  Walt  Kolo,  both  based  at  a  new 
Hibbing,  Minn.,  plant,  were  there  for  the 
latest  word  on  CTP  before  hitting  the  show 
floor  the  next  morning  and  meeting  with 
CEO  Charles  R.  Johnson  in  the  afternoon. 

As  tempting  as  it  might  have  been  to  play 
hool^  that  day  before  Nexpo,  the  SPC  team 
was  on  a  serious  mission:  Make  sense  of 
what  they  heard  and  saw  over  48  hours, 
head  back  north  and  come  up  with  a  rec¬ 
ommendation  for  Johnson  when  he  re¬ 
turned  in  a  few  days  Irom  the  Newspaper 
Association  of  America’s  publisher’s  con¬ 
vention,  also  in  Chicago. 

“Would  we  otherwise  be  at  a  symposium 
on  a  Friday  morning?”  Keute  .said  with  a 
smile.  “I  doubt  it.” 

Passionate  about  platesetting 

They  already  had  spent  three  hours  lis¬ 
tening  to  users  in  a  session  that  vendors 
were  barred  from  attending.  Ahead  were 
four  hours  of  remarks  by  vendors,  occasion¬ 
ally  so  passionate  and  even  angiy  in  com¬ 
parisons  of  blue-violet  “visible  light”  versus 
thermal  that  the  SPC  team  would  later  joke 
they  half-expected  fisticuffs. 

But  then,  the  vendors’  stakes  were  high. 
As  moderator  Stephen  Schroeder,  produc¬ 


I 


tion  and  strategic  initiatives  manager  for 
Lehman  Communications,  said  to  the  63 
production  people  in  attendance:  “If  you’re 
in  this  room,  it’s  because  you’re  going  to  buy 
a  CTP  system  in  the  next  six  months.” 

Later  in  the  afternoon,  a  vendor’s  com¬ 
ment  emphasized  the  high  stakes  for  buy¬ 
ers,  too.  “This  will  be  the  last  [CTP] 
machine  you  buy,”  alfaQuest  Senior  Vice 
President/Group  Sales  John  Lally  told 
them.  The  implication  was  that  by  the  time 
a  CTP  system  needs  to  be  replaced,  the 
technology  will  have 
moved  on  to  direct  to 


press,  or  perhaps  to 


whether  they  would  be  acceptable  to  the 
local  wastewater  authority. 

As  the  PAGE  symposium  started, 
Bischoff  said,  they  kept  an  open  mind: 
“We’ve  made  no  decision  on  thermal  versus 
violet.  That’s  the  first  issue  we  have  to  face.” 

Bischoff,  Keute,  and  Kolo  were  facing  a 
big  decision  in  Illinois  because  of  another 
big  decision  made  in  Wisconsin  about 
operations  in  Minnesota. 

New  company,  new  plant 

At  the  end  of 2003,  Superior  Publishing, 
an  affiliate  of  MCG  Capital  Corp.  in  Arling 


ton,  Va.,  bought  Murphy  McGinnis  Media 


i'.fi  iV  —  CHARLES  Superior  Publishing 


some  yet-unknown  next  big  thing. 

But  no  one  had  to  tell  the  three  men  who 
had  come  down  from  the  Iron  Range  of 
Minnesota  to  this  charmless  room  in  Chica¬ 
go  what  was  at  stake.  In  the  next  two  days 
they  would  make  a  fundamental  technolog¬ 
ical  decision  with  fundamental  financial 
consequences  —  will  it  be  violet  or  thermal? 
—  while  puzzling  over  dozens  of  other  sig¬ 
nificant  issues.  Are  violet  plates  too  sensi¬ 
tive  to  work  in  their  plant?  Is  thermal  too 
slow?  Who  can  best  service  their  isolated 
plant? 

They  even  needed  to  know,  and  soon,  the 
various  systems’  effluent  pH  levels,  and 


from  Johnson  and  his  partners.  It  then 
named  Johnson  CEO. 

Though  it  kept  its  headquarters  and 
name,  Superior  soon  sold  to  Knight  Ridder 
some  shoppers  and  papers  that  included 
The  Daily  Telegram  in  Superior,  Wis., 
just  across  the  river  from  Knight  Ridder’s 
Duluth  (Minn.)  News  Tribune  (both  are 
among  the  “Deserted  Dozen”  Knight  Rid¬ 
der  buyer  McClatchy  intends  to  sell). 

Soon  after  the  sale  to  Knight  Ridder, 
Superior  announced  it  would  build  a  pro¬ 
duction  plant  in  Hibbing,  where  it  publish¬ 
es  The  Daily  Tribune  and  operated  a  plant 
that  did  not  print  the  Tribune.  That  job  was 
hsmdled  by  the  Mesabi  Daily  News,  in  near¬ 


by  Virginia,  Minn.,  which  recently  has  also 
printed  the  twice-weekly  Grand  Rapids 
(Minn.)  Herald-Review.  The  company  also 
printed  its  Minnesota  weeklies,  some  quite 
far  from  Hibbing.  In  all,  it  held  onto  eight 
weeklies  in  Minnesota  and  Wisconsin  and 
one  in  Michigan,  three  zones  of  its  shopper, 
and  The  Daily  Press,  in  Ashland,  Wis. 

To  consolidate  its  Minnesota  newspaper 
and  non-newspaper  printing,  including 
I  commercial  work,  Superior  set  up  a  multi- 
million-dollar  plant  in  a  Hibbing  structure 
originally  intended  as  a  chopstick  factory'. 
In  12-hour  shifts,  crews  work  around  the 
clock,  six  days  a  week  on  recently  pur¬ 
chased,  gradually  repaired  printing  equip¬ 
ment  {EiPP  Online,  March  24). 

CTP  is  a  next  step  in  gaining  economies 
and  efficiency  in  producing  comparatively 
short  runs  of  many  titles,  some  delivered 
over  great  distances. 

The  new  plant  uses  Agfa  imagesetters, 
chemistry,  and  film  and  4,000  to  5,000 
Southern  Lithoplate  doublewide  newspa- 
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per  plates  per  month  in  approximately  50 
runs  per  week,  according  to  Keute. 

While  he  and  his  colleagues  went  to 
Chicago  with  big  decisions  left  to  make 
about  CTP,  they  also  were  well  prepared. 
They  could  ignore  PAGE  panel  users  talk¬ 
ing  about  breaking  out  walls  to  accommo¬ 
date  thermal.  “We’ve  got  all  the  pipes  where 
we  need  them,”  Kolo  said. 

Because  they  were  proactive  in  workflow 
issues,  said  Bischoff,  “the  install  will  be 
much  easier  than  it  would  have  been  six  or 
so  years  ago.”  They  also  had  a  good  grasp  of 
make-ready  times, 

Keute  added.  “Right 
down  to  the  bending 
of  the  plate,”  said  Kolo. 

While  vendor  repre¬ 
sentatives  assembled 
at  the  dais  —  all 
smiles,  but  mounting 
the  barricades  —  all 
three  SPC  managers 
agreed  that  the  users- 
only  session  had  been 
useful,  especially  the 
experiences  of  groups 
like  theirs,  with  a  lot  of 
papers,  relatively  short 
runs,  and  critical  turn¬ 
around  times. 

Heat  or  light?  IR  vs.  blue-violet 

In  one  way,  the  choice  between  blue- 
violet  and  infrared  imaging  seems  simple. 
Spend  less  on  a  violet  machine  and  more 
on  plates,  the  principal  consumable.  Or 
spend  more  on  a  thermal  box  and  less  on 
its  plates. 

Vendors  did  their  best  to  make  that 
choice  both  more  stark  and  more  complex, 
comparing  number  of  competitors,  warran¬ 
ties,  laser  replacement  costs,  exposure  con¬ 
trol,  speeds,  plate  behavior,  and  plate  costs. 

Talking  about  a  lower-priced  box  is  “kind 
of  a  red  herring,”  declared  Screen  sales  rep 
Robert  Prah  (who  has  since  been  promoted 
to  vice  president  of  sales). 

Saying  much  the  same  about  lower- 
priced  plates,  violet’s  partisans  insisted 
their  faster  plates  will  prevail  because 
they’re  a  better  fit  for  newspapers.  “We  are 
essentially  betting  the  farm  on  violet  be¬ 
cause  it’s  a  more  economical  technology,” 
said  ECRM  Vice  President  Mark  Givens. 

Sure,  go  with  violet,  countered  the  ther¬ 
mal  vendors,  and  see  if  you  can  keep  con¬ 
trol  of  your  image.  Remember,  they  said,  a 
violet  plate  is  “3,000  times  more  sensitive” 
than  a  thermal  plate.  Dust  on  the  mirror  or 
type  and  age  of  chemistry’  “will  throw  off 
your  dot  percentage,”  Kodak  Solution  Sales 


Manager  Paul  Willis  warned. 

The  two  sides  clashed  on  quality,  with 
Agfa  Newspaper  Operations  Director  Peter 
Wilkens  noting  that  all  10  just-announced 
International  Newspaper  Color  Quality 
Club  members  use  visible-light  CTP. 

Nor  could  they  agree  on  violet  plate  pric¬ 
ing,  something  clearly  on  the  mind  of  every 
potential  customer  in  the  room.  One  pro¬ 
duction  director  figured  \iolet  plates  would 
cost  $2,500  more  per  month  than  thermal. 
Will  that  gap  ever  narrow? 

Givens  said  prices  of  violet  and  thermal 


plates  “are  getting  very,  very  close  to  parity.” 
But  Jay  Faulkner  scoffed.  Challenges  of 
manufacturing  the  far  more  sensitive  violet 
plate  will  keep  it  more  expensive  well  into 
the  future,  Anocoil’s  sales  director  argued. 

“You  folks  have  to  do  the  due  diligence  of 
peeling  back  the  onion  and  challenging  the 
vendors  on  what  they’re  offering,”  Southern 
Lithoplate  Vice  President  Paul  Chandonnet 
told  users. 

In  the  hotel  bar  later,  Bischoff,  Keute, 
and  Kolo  chewed  over  what  they  had  heard 
during  the  day  and  began  to  draw  their  first 
conclusions.  They  seemed  convinced  that 
thermal  versus  violet  was  not  a  quality  is¬ 


sue.  Keute  in  particular  was  reassured  by 
vendor  and  user  testimony  that  speed  dif¬ 
ferences  were  insufficient  to  sway  a  decision 
either  way  —  especially  for  a  publisher  the 
size  of  SPC. 

“We’re  going  to  come  to  the  table  with  an 
undecided  but  confident”  frame  of  mind, 
Keute  concluded. 

“We  could  go  either  way,”  Bischoff  added. 

As  their  infonnal  debriefing  broke  up, 
they  reminded  themselves:  first  Nexpo 
appointment  in  booth  9055,  at  10  a.m. 

Saturday  morning  at  the  show 

Southern  Lithoplate  chose  that  show¬ 
opening  hour  to  announce  an  alliance 
through  which  it  would  sell,  with  or  with¬ 
out  its  own  plates  and  other  partners’  com¬ 
ponents,  Screen’s  PlateRite  News  2000 
thermal  platesetter. 

Bischoff,  Kolo,  and  Keute  spent  about  40 
minutes  talking  with  Southern  Litho  and 
Screen  personnel  before  a  PlateRite  with 
autoloading  trolley  was  demonstrated.  The 
optics’  chip-based  tunable  diffraction 
{E^P,  Sept.  2004)  creates  512  exposure 
channels  from  lasers  on  two  bars. 

Negative-working  thermal  plates  are 
baked  to  complete  polymer  cross-linking, 
and  may  be  baked  again  to  hold  up 
on  very  long  print  runs.  Processing 
yields  a  pH  of  9  with  Kodak’s  Ther¬ 
mal  News  plate  and  11  with  South¬ 
ern  Litho’s  Viper. 

Responding  to  SPC  interest  in  ac¬ 
curately  informing  its  municipality 
about  processing  effluent.  Southern 
Litho  National  Sales  and  Technical 
Manager  Brandon  Casson  said 
Superior’s  film  chemistry  permit 
probably  already  was  for  a  pH  range 
of  10.5  to  11. 

Keute  recalled  that  all  at  the  sym¬ 
posium  urged  converting  to  CTP 
only  with  a  bender.  If  one  isn’t 
bought  up  front,  it  should  be  in 
plateroom  set-up  plans,  said 
Casson,  adding  that  a  three-point  punch- 
bender  can  be  upgraded  to  vision-bending 
for  $25,000. 

Besides  Japan’s  Screen,  Southern  Litho’s 
League  of  Nations  comprises  Germany’s 
Nela  (punch-benders),  Denmark’s  Glunz  & 
Jensen  and  Italy’s  Egraf  (processors),  and 
Israel’s  Prolmage  (software).  Depending 
mostly  on  customer  size,  an  in-progress 
newspaper  version  of  Screen’s  own  True- 
Flow  software  also  will  be  offered.  Interest¬ 
ingly,  the  arrangement  brings  a  violet 
proponent  into  an  arm’s-length  relationship 
with  the  thermal  partnership,  because  in 
2004  Prolmage  was  acquired  by  Agfa  (also 


At  Nexpo,  Southern  Lithoplate  allied  with  Screen  (USA), 
Prolmage,  and  Nela  (top),  while  Denver  Newspaper 
Agency  staffers  get  a  closer  look  at  a  Kodak  Trendsetter 
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a  thermal  supplier  to  commercial  shops). 

As  it  happened,  Agfa  was  the  next  stop 
for  SPC.  To  meet  output  Bischoff  described 
as  “in  the  neighborhood  of  40  to  60  plates 
per  hour,”  Gary  Schwartzkopf  showed  75- 
85pph  manual  and  semiautomatic  Agfa 
Advantage  platesetters  for  multiple  resolu¬ 
tions  and  plate  sizes.  Designed  for  modest 
budgets  or  throughput,  as  backup  systems, 
or  for  papers  also  doing  semi-commercial 
work,  one  model  offers  online  processing 
and  both  are  managed  by  Agfa  Arkitex 
Newsdrive  softw'are,  with  page-pairing, 
tracking,  imposition,  and  RIPping  packages 
to  match  users’  needs. 

Agfa  also  made  sure  to  promote  Sublima 
AM/FM  screening  and  variable-resolution 
imaging  not  tied  to  fixed  increments.  In 
contrast  to  the  small-footprint,  direct-load¬ 
ing  Advantage  DL,  Agfa  also  discussed  its 
high-end,  220pph  models. 

Bischoff  emphasized  the  importance  of 
manually  overriding  autoloading  to  allow, 
for  example,  exposure  of  smaller  commer¬ 
cial  plates.  Schwartzkopf  pointed  to  The 
Kansas  City  Stai's  Agfa  installation,  where 
four  of  the  six  plate  sizes  are  for  commercial 
work  as  small  as  ll'/a  x  15  inches. 

When  thermal-vs-violet  issues  inevitably 
arose,  Schwartzkopf  pointed  out  that 
although  Agfa  makes  more  thermal  than 
violet  plates,  that  difference  is  shrinking. 

As  for  cost  differential,  he  cautioned  that 
aluminum  and  freight  prices  have  been 
rising  for  manufacturers  of  all  plates. 

Booth  personnel  also  mentioned  that 
within  18  months  Agfa  will  sell  a  chemistry- 
free  plate  compatible  with  existing  violet 
lasers.  Three  days  later,  Agfa  announced 
the  plate  at  the  Ipex  show  in  England.  Its 
current  violet  plate  is  more  alkaline  than 
the  thermal,  with  a  pH  of  12,  according  to 
consumables  manager  Bob  Case. 

While  Agfa  will  warrant  its  less  costly 
violet  lasers  for  seven  years,  regardless  of 
how  much  they  are  used,  Schwartzkopf  put 
infrared  imaging  heads’  total  cost  of  re¬ 
placement  at  $40,000,  more  than  half  of 
that  just  the  cost  of  the  laser  itself 

Afternoon  at  Nexpo 

After  lunch,  Kolo,  Keute,  and  Bischoff 
compared  Kodak’s  Trendsetter  thermal  im¬ 
ager  with  Screen’s  PlateRite.  Screen  tested 
the  U.S.  newspaper  CTP  market  in  2004. 

At  Nexpo  ’06,  however,  it  chalked  up  sever¬ 
al  sales.  Already  dominant,  Kodak  had  the 
U.S.  thermal  market  to  itself  after  buying 
out  its  Kodak  Polychrome  Graphics  partner 
last  year  and  ending  KPG  NewsSetter  sales. 

Available  in  multiple  speeds,  with 
Squarespot  imaging  and  stochastic  screen- 
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Competing  for  blue- 
violet,  “visible-light" 
CTP  system  sales, 
Agfa  can  bundle 
plates  and  software 
with  its  platesetters, 
while  ECRM  says  it 
builds  only  boxes 
that  work  with 
anyone’s  plate 
and  front  end. 


ing,  a  Trendsetter  can  be  configured  to 
direct  smaller  plates  to  a  different  proces¬ 
sor,  according  to  SPC’s  managers,  who  re¬ 
ported  it  could  load  60  to  90  plates.  “For  us, 
[that]  is  going  to  be  about  every  two  jobs,” 
Keute  said,  adding  that  a  Nela  add-on  will 
allow  “substantially  more  plates  in  the  front 
end,  so  you  don’t  have  to  keep  loading  it.” 

The  three  returned  to  violet,  this  time 
at  ECRM,  where  Givens  declared,  “Every¬ 
where  but  the  United  States,  Kodak  sells 
our  equipment.”  A  recent  large  ECRM  in¬ 
stallation  in  Colombia,  he  added,  even  con¬ 
verted  the  site  from  Agfa  to  Kodak  plates. 

So  Kodak,  too,  clearly  has  interests  in 
both  the  thermal  and  violet  markets.  Prod¬ 
uct  manager  John  Marzec  said  ECRM 
moved  to  violet  four  years  ago,  after  offer¬ 
ing  various  other  types  of  exposure.  Accord¬ 
ing  to  Givens,  ECRM  focuses  on  violet 
because  it  offers  advantages  at  the  right  cost 
to  small  to  mid-size  customers:  “We  chose 
this  technology'  because  it’s  the  sweet  spot 
for  our  market.” 

SPC’s  managers  heard  echoes  of  argu¬ 
ments  made  at  the  symposium  and  at  other 


booths:  Thermal’s  laser  energy  requirement 
slows  throughput,  and  the  diodes  are  ex¬ 
pensive  because  they  lack  violet’s  mass 
production  for  other,  wider  applications. 
ECRM  quotes  new  violet  laser  optics,  if 
needed,  at  $6,000. 

Givens,  who  works  mostly  overseas,  put 
worldwide  CTP  use  at  75%  visible-light 
exposure,  with  Kodak’s  thermal  business 
skewing  the  U.S.  market  —  which,  he  later 
added,  is  distorted  by  “Southern  Lithoplate 
prices  that  are  really  radical.” 

But  with  plate  costs  narrowing  and 
general  agreement  that  violet  and  thermal 
can  deliver  the  same  quality.  Given  argues, 
the  choice  comes  down  to  hardware  costs. 

With  Polkadots  and  Pitman 

Before  vetting  any  hardware,  however, 
the  SPC  managers  related  their  recent  pro¬ 
duction  consolidation,  variety'  of  products 
(including  press  runs  of 360,000  flyers  in 
15  regional  versions  for  a  large  grocer),  and 
PDF  workflow' 
(with  all  its  own 
ads  and  the 
grocer’s  composed 
in  the  plant  from 
QuarkXPress- 
based  systems  and 
output  through 
two  different 
RIPs).  Before  any¬ 
thing  else,  Bischoff 
wanted  to  see 
versioning  in 
any  workflow-management  system. 

So  ECRM  brought  in  Polkadots  Software 
Vice  President  Al  Brunner  to  discuss  the 
PrePage-it  NewsFlo  system.  “We  work 
pretty  seamlessly”  with  Polkadots,  Givens 
said,  explaining  that  a  hardware/software 
sale  would  be  handled  through  Pitman. 

Service  and  support  are  big  issues  to  the 
northern  Minnesota  operation.  Minneapo¬ 
lis-based  Pitman  sales  rep  Jason  Morris 
said  ECRM  can  certify  SPC  staffers  as 
service  personnel  (there  aren’t  any  in 
Minneapolis)  after  w  hat  Givens  called  “five 
days  worth  of  training.” 

ECRM  platesetters,  Givens  explained, 
use  Mako  imagesetter  technology,  with  the 
optics  turned  90  degrees  to  sit  on  top.  “Our 
approach  is  very'  minimalist,”  he  continued, 
stressing  that  design  simplicity  translates 
into  easy  and  reliable  operation.  “All  the 
problems  with  [any]  CTP  device  you  buy 
are  going  to  be  with  automation,”  he  said. 

Givens  told  Superior’s  managers,  “We’re 
going  to  propose  that  vou  get  two”:  a  News- 
matic  for  much  of  the  newspaper  work,  and 
a  semiautomatic  News  CTP  unit  to  handle 
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other  newspaper  work,  sheetfed  jobs  and 
back-up  for  the  Newsmatic.  Plate  handling 
and  storage  are  the  principal  differences 
between  the  models. 

Givens  suggested  prepunching  plates 
with  a  press  punch  for  jobs  on  different 
presses,  then  registering  with  a  pin  bar, 
which  ECRM  can  supply  for  any  press  in 
use,  just  prior  to  exposure. 

Among  other  things,  the  machines  offer 
air-blast  separation  of  plates  and  slipsheets, 
ionic  static  removal,  newspaper  and  com¬ 
mercial  resolutions,  and  automatic  shutoff 
when  a  bender  or  processor  goes 
down,  according  to  Marzec. 

They  also  work  with  any  plate 
or  front  end.  “We  make  only  box¬ 
es,”  Givens  remarked,  adding  that 
compromises  are  less  likely  when 
buyers  don’t  rely  on  bundling 
of  auxiliaries,  software,  and 
consumables. 

One  hour  until  closing 

At  Nexpo,  perhaps  nothing  is 
more  valuable  than  time.  SPC’s 
managers  had  narrowed  their 
field  of  candidates  to  larger  or 
long-established  vendors  with 
which  they  were  already  familiar 
or  had  some  relationship.  So,  for 
example,  neither  Fujifilm’s  violet 
CTP  debut  nor  basysPrint’s  UV  Setter  made 
the  list.  “I  don’t  know  anyone  who’s  putting 
in  ultraviolet,”  Bischoff  commented.  Later, 
Johnson  said  SPC  preferred  to  remain  in 
the  technology  “mainstream.” 

With  only  one  day  on  the  show  floor,  the 
managers  felt  the  pressure  when  software 
demos  ran  long  or  off  target  (they  needed 
to  focus  on  versioning  and  ensuring  Mac 
OS  9  compatibility)  and  presentations  were 
over-inclusive  (sometimes,  they  suspected, 
because  a  reporter  was  present).  Communi¬ 
cating  practices  and  needs  accurately  also 
could  be  time-consuming  and  difficult, 
according  to  Bischoff 

Vendors  also  heard  the  clock  ticking. 
Bischoff,  Kolo,  and  Keute  were  due  back  at 
Kodak  for  a  look  at  the  software  side.  So 
when  4  p.m.  came  and  went,  two  Kodak 
staffers  discreetly  slipped  into  ECRM’s 
booth  to  retrieve  them. 

Kodak  Technical  Sales  Specialist  Steven 
Paul  reviewed  Prinergy  Evo  PDF  process¬ 
ing  and  color  conversion.  He  and  Bischoff 
covered  edition-plan  creation  and  reuse, 
how  hot  folders  might  be  used,  and  the 
need  for  a  sensible  naming  convention. 

Walking  off  the  show  floor  —  his 
managers’  legwork  completed  and  the 
publishers  convention  still  ahead  of  him  — 


:  Johnson  reflected  on  Superior’s  recent 
operational  and  ownership  changes.  He 
later  remarked  that  MCG  Capital  proved 
to  be  “a  very  good  steward”  of  his  group, 
thanks  to  knowledge  gained  over  years  of 
lending  to  media  companies. 

“They  know  our  business  and  set  high 
performance  standards,”  Johnson  said,  but 
impose  no  “demands  that  would  be  detri¬ 
mental.”  For  all  the  worry  that  private- 
i  equity  newspaper  buyers  push  for  profits  by 
I  cutting  costs  and  investing  little,  Johnson 
!  argued  that  Superior’s  CTP  purchase. 


18-unit  press,  and  new  plant  show  that 
“some  financial  owners  can  be  as  good  as 
or  even  better  for  newspapers  than  public 
or  private  ones.” 

10  hours  to  think  and  talk 

“We’re  going  with  Southern  Lithoplate  as 
our  contact  point  and  supplier  of  consum¬ 
ables,”  Bischoff  said,  just  days  after  Nexpo 
closed.  Southern  Litho  also  will  arrange  to 
supply  a  Kodak  Trendsetter  News  100  and 
Glunz  &  Jensen  SCTP 125  Mk  II  processor. 

Kolo  said  plates  will  be  Southern  Litho’s 
Viper  830.  Nela  will  supply  its  Benchmark 
bender.  “We  chose  not  to  go  with  the  optical 
plate  bender,”  said  Bischoff,  with  Keute  add¬ 
ing  that  a  future  field  upgrade  is  possible. 

The  order  was  placed  through  the  PAGE 
Co-op,  which  negotiates  its  own  prices,  and 
contracts  were  signed  in  mid-April,  and 
Keute  estimated  the  platesetting  system 
would  be  operating  within  eight  weeks. 

After  “a  lot  of  due-diligence  work  up 
front”  with  “cooperative”  vendors,  said 
Keute,  the  decision  —  perhaps  not  surpris¬ 
ingly  —  became  a  matter  of  hardware  ver¬ 
sus  consumables.  “We  went  back  and  forth” 
between  violet  and  thermal,  he  added,  and 
“savings  on  consumables  probably  pushed 
us  over  the  edge.” 


Giving  high  marks  to  all  the  vendors’ 
technical  presentations  and  demos,  Keute 
said  staffers  were  well  prepared  and 
equipment  access  was  adequate. 

Through  to  the  RIPs,  Bischoff  said,  “we 
are  going  to  be  using  Kodak’s  workflow,” 
a  three-tier  system  comprising  Prinergy 
(including  register  compensation  for  fan¬ 
out),  Evo  (for  proofing),  and  NewsManager 
workflow,  including  Stacatto  FM  screening. 

Bischoff,  Keute,  and  Kolo  had  10  hours 
on  their  Sunday  drive  north  to  consider  all 
they’d  seen  and  heard. 

Bischoff  said  had  he  known  how 
Saturday  would  play  out,  he  prob¬ 
ably  would  have  scheduled  more 
time  at  some  booths.  But  even  if  a 
reporter’s  presence  encouraged  too 
much  show-and-tell,  Bischoff  said, 
“It  did  not  keep  us  from  doing 
what  we  wanted  to  do.”  Keute  sug¬ 
gested  that  because  SPC  alerted 
them  that  a  reporter  would  be  in 
tow,  vendors  might  even  have 
been  more  attentive. 

Impressed  with  all  the  systems 
they  inspected,  “it  came  down  to 
economics,”  said  Keute,  and  “we 
had  the  room  to  go  thermal.” 

Even  then,  however,  deliberations 
swung  between  Screen  and  Kodak. 
Among  many  operating  consid¬ 
erations,  Bischoff  noted  on  the  one  hand 
violet  plates’  need  for  yellow  safe-lighting, 
and  on  the  other,  their  coating,  which  “pro¬ 
vides  a  better  surface”  for  water  in  non¬ 
image  areas  —  the  evaporation  issue  raised 
on  Friday.  The  thermal  plate,  however, 
offers  redundancy,  said  Keute,  because 
“we  can  use  that  plate  from  Southern  Litho 
in  our  present  system.” 

Southern  Litho  discussed  its  R&D  on  a 
chemistry-free  thermal  plate,  said  Bischoff, 
because  “we  wanted  to  know  if  this  was 
going  to  be  backward  compatible”  with  ex¬ 
isting  platesetters.  Keute  said  vendors  al.so 
discussed  prospects  for  chemistry-free 
violet,  although  Agfa  was  not  specific  about 
what  it  would  very  soon  preview. 

Backward  compatibility  was  important 
because  SPC  would  not  wait.  “We  have  a 
very  clear  and  present  need  for  this  technol¬ 
ogy,”  said  Johnson.  SPC  would  “go  with 
what’s  available  now.” 

Staffers  now  burning  plates  that  press¬ 
men  bend  will  take  over  the  new  plateset¬ 
ting  operation,  though  some  will  still  bum 
plates  for  sheetfed  jobs,  Keute  added. 

“I  think  it’s  going  to  improve  quality  and 
turn  our  press  around,  job  to  job,  quicker,” 
said  Kolo,  who  also  hopes  that  platesetting 
will  help  waste  “drop  a  couple  of  points.”  11 


Kolo,  Bischoff,  and  Keute  with  the  old  imagesetting  and  platemaking 
equipment  in  SPC  Printing’s  new  production  plant  in  Ribbing,  Minn. 
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We  have  the  printing  press  solutions  you're  looking  for.  No  matter  your  size,  your 
expectations,  or  your  unique  production  demands,  we  can  help  you  increase 
productivity,  color  capacity,  and  revenues.  How? 

With  proven  performance.  Contact  KBAtoclay! 

Thank  you  for  visiting  with  us  during  America  East‘s  - 
and  NEXPO  and  for  making  both  shows  a  success!^  America 

3900  E.  Market  St.,  P.C^  12015,  York  PA  17402-0615 
e-mail:  salesOkbapa.com  web:  www.k'ba-printcorTVpa-’tek  f7t7)  505-1150  fax:  (717)  505-1161 
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advertising 

isv 

Berlin 

Avus  CIP  is  available  as  an  optional 
component  in  the  Avus  21  classified  adver¬ 
tising  system.  It  reduces  work  in  creating 
tabular  display  ads  and  simultaneously 
readies  ad  content  for  mini-sites  or  online 
classified  publications  aimed  at  such  verti¬ 
cal  consumer  markets  as  real  estate  or 
automotive,  while  cutting  costs. 

Data  for  tabular  display  ads  and  mini¬ 
sites  typically  are  entered  into  a  booking 
system,  then  often  re-keyed  into  a  page 
layout  or  Web-design  program  —  a  cost¬ 
intensive  process  that  renders  the  data 
useless  for  Web  site  searches  and  requires 
manual  updating  for  the  next  edition, 
according  to  ISV.  Existing  classified  ad 
photos  cannot  be  used  for  tabular  display 
ads,  and  vice  versa. 

Avus  CIP  feeds  ad  content  from  the 
Avus  21  system  to  ad  templates  for  the 
tabular  display  ads  or  mini-sites  depend¬ 
ing  on  the  order,  reducing  production 
costs  for  such  ads  by  as  much  as  70%,  ac¬ 
cording  to  ISV.  Also,  ad  data  acquire  more 
value  as  ads  can  be  easily  run  in  multiple 
publications  or  online  with  little  extra 
production  cost.  Ad  updates  are  folly  auto¬ 
mated  according  to  the  publication  cycle. 

circulation 

MEDIASPAN 

Melbourne,  Fla.;  Ann  Arbor,  Mich. 

The  Marysville  (Ohio)  Journal-Tribune 
began  using  CirculationPro  as  an  ASP- 
hosted  solution,  giving  the  paper  the  bene¬ 
fits  of  the  software  with  no  maintenance  or 
upgrade  responsibilities. 

CirculationPro’s  server  software  and 
database  are  hosted  on  MediaSpan’s  se¬ 
cure  servers,  then  accessed  via  users’  V/eb 
browsers  in  Ohio.  All  data  and  fonctionali- 
ty  are  retained,  with  no  hardware  costs. 

prepress 

AGFA  GRAPHICS 

Mortsel,  Belgium;  Ridgefield  Park,  N.J. 

A  chemistry-free,  violet-sensitive,  digital 
newspaper  plate,  previewed  last  month,  is 
expected  to  be  available  in  18  months,  fol¬ 
lowing  field  testing  under  production  con¬ 
ditions.  Based  on  Agfa’s  N-91  plate,  the 
new,  neutral  plate  will  dispense  with  pre¬ 
wash  and  aqueous  processing.  It  is  pre¬ 


heated  to  stabilize  and  harden  exposed  ar- 
i  eas  and  requires  only  a  clean-out  section  to 
remove  non-exposed  polymer  and  gum  to 
protect  the  surface. 

Agfa  said  the  plate  offers  good  visual 
contrast,  problem-free  pressroom  han¬ 
dling,  and  chemical  resistance  even  under 
:  difficult  printing  conditions. 

Designed  for  the  same  sensitivity  and 
speed  as  Agfa’s  existing  violet  plates,  the 
new  plate  can  be  used  with  existing  violet 
:  platesetters  with  no  change  to  the  diodes. 

Agfa  said  it  expects  the  plate  to  provide 
■  100,000  impressions.  Executives  said  the 
;  plate  will  launch  among  small  to  mid-sized 
i  newspapers.  A  version  for  commercial 
printers  also  will  be  developed. 

“We  always  knew  that  violet  lent  itself  to 
this  technology,”  remarked  Sheila  Nysko, 

'  North  American  business  development 
!  manager  for  newspaper  systems.  In  devel¬ 
opment  for  several  years,  the  new  plate 
was  among  the 
reasons  Agfa  focused 
on  violet  plates  for 
newspaper  work, 
said  Hans  Glerinckx, 
worldwide  sales  man- 
i  ager  for  newspapers. 

He  also  noted  that 
the  plate  will  elimi¬ 
nate  the  cost  of  a 
processor  and  reduce 
CTP  system  mainte- 
:  nance  and  variables. 

Agfa  expects  the 
new  plate  to  offer  the 
same  stability  as  its  thermal  chemistry-free 
:  Azura  plate,  used  by  Switzerland’s  Neue 
Ziircher  Zeitung,  which  leapt  from  letter- 
press  to  on-press  plate-imaging  capability 
i  in  its  Wifag  evolution  offset  press. 


I  St.  Louis 

i  The  St.  Petersburg  (Fla.)  Times  has 
contracted  for  a  multi-year  project  with 
the  aims  of  reaching  quality  printing  faster 
with  less  manual  input,  console-based 
register  adjustment,  and  faster  plating  for 
zone  changes.  Included  will  be  an  upgrade 
to  Technotrans  dampeners,  installation  of 
Rockwell  Automation  PlantView  and 
PressView  controls  and  consoles,  conver- 
!  sion  from  DC  to  AC  drives  and  motors  on 
j  a  unit-shaftless  basis,  improved  motorized 
I  sidelay  and  circumferential  adjustment, 
and  modifications  that  will  permit  print- 
I  ing  of  multiple  web  widths  across  the 


nine  presses’  162  couples. 

Closer  to  home.  Pressline  is  rebuilding, 
upgrading  and  expanding  a  Goss  Urban¬ 
ite  press  that  will  go  into  a  new  building 
later  this  year  for  the  16,000-circulation 
j  twice-weekly  Washington  Missourian. 

\  The  seven-unit  press  will  grow  to  18  units 
I  and  two  folders,  with  full  automation. 

Operable  as  one  or  two  presses,  the  new 
I  configuration  will  feature  four  4-over-4 
I  stacks  and  two  mono  units,  with  shaftless 
i  drives,  remote  circumferential  and  sidelay 
adjustment,  a  new  inking  system  and 
j  spary  bars,  and  a  Rockwell  Automation 
!  Quality  Edition  console. 

PRINT2FINISH 

Yardley,Pa. 

PowerStick  enables  newspapers  to  apply 
labels,  coupons,  sticky  notes,  and  promo- 
;  tional  pieces  at  press  speed  to  any  page  or 
pages  with  +/-0.20 
inch  accuracy.  The 
system  integrates  with 
an  existing  web  press 
and  handles  materials 
in  sizes  ranging  from 
X  inches  to  5  x  7 
inches. 

Material  to  be  ap¬ 
plied  may  come  from 
fanfolded  supplies, 
each  manually  taped 
to  the  next,  or  from 
rolls  that  are  spliced 
automatically  using 
another  manufacturer’s  machine  that 
Print2Finish  also  sells. 

post-press 

OUIPP  SYSTEMS 

Miami 

The  Chronicle-Telegram  in  Elyria,  Ohio, 
ordered  a  turnkey  mailroom  project  for  its 
building  expansion,  designed  by  Cleve¬ 
land-based  Forum  Architects.  The  project 
consists  of  a  Quipp  Twin-Trak  belt  convey¬ 
or  system,  two  Newstec  high-speed  insert¬ 
ers  (22:2  and  10:2)  delivering  to  three 
,  Model  501  stackers  and  associated  tie-line 
and  dock  distribution  equipment.  Set  to 
begin  in  September,  the  installation  will  be 
the  first  folly  integrated  post-press  system 
I  delivered  by  Quipp  since  it  acquired  News- 
tec  last  August. 

Other  recent  sales  were  a  Viper  wrapper 
to  The  Wenatchee  (Wash.)  World  and  a 
,  Model  501  stacker  to  The  News-Enterprise 
in  Elizabethtown,  Ky. 


With  PowerStick  from  Print2Finish,  sticky- 
note  ads  are  not  limited  to  section  fronts 


pressroom 

!  PRESSLINE  SERVICES 
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Shining  performers  in  production  deserve  as  much  recognition  as  editors  and  publishers.  That’s 
why  Editor  &  Publisher  has  created  the  Production  All-Stars  Awards,  to  celebrate  ingenuity, 
innovation  and  intelligent  management  of  the  people  and  systems  behind  the  scenes  in  the 
newspaper  business.  This  first  annual  awards  event  furthers  E&P's  coverage  of,  and  commitment 
to,  the  crucial  technology  sector. 


We’ll  honor  six  winners  in  all,  three  in  each  of  the  two  categories  (press  and  post-press)  for  papers 
with  circulation  of  less  than  50,000,  papers  with  circulation  between  50,000-149,999,  and  papers 
with  circulation  of  150,000  or  more.  E&P  will  donate  $500  on  behalf  of  each  winner  to  the 
International  Newspaper  Group’s  annual  scholarship  fund,  which  benefits  undergraduate  students 
who  will  pursue  careers  in  newspaper  operations. 


Now  through  May  15,  we’re  accepting  nominations  from  U.S.  and  Canadian  newspapers  of 
active  employees  who  have  worked  a  minimum  of  five  years  in  production,  recognizing  stellar 
performances  or  contributions  in  any  of  the  following  areas: 

GENERAL  OPERATIONS  TECHNOLOGY  LEADERSHIP 

TEAM  BUILDING  SERVICE  TO  THE  INDUSTRY 


Winners  will  be  featured  in  the  September  issue  of  E&P.  Awards  will  be  presented  during  the 
2006  ING  conference,  to  be  held  Sept.  18-21  at  The  Crowne  Plaza  Hotel  Detroit-Metro  Airport, 
For  more  information  about  the  ING  conference,  visit  www.azcentral.com/advert/ing. 


COMPLETE  YOUR  NOMINATION  BY  MAY  15  AT  WWW.E0IT0RANDPUBLISHER.COM/ALLSTARS 
AND  BE  PART  OF  THE  STAR-MAKER  MACHINERY. 
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-FEATURES  AVAILABLE- 


PUZZLE  FEATURES 
SYNDICATE 

The  Finest  in  Daily  and 
Sunday  Crosswords. 

Sudoku  Fhizzles  also  available 
Call  (800)  2924308/(951)  929-1169 


SYNDICATION  SERVICES 


VIDEO  GAME 
COVERAGE 

Catch  up  to  the  rest  of  American  news¬ 
papers  with  Doug  Elfman’s  syndicated 
game  columns,  briefs,  Top  10  lists, 
high-resolution  photos.  Doug  Elfman  is 
the  national  authority  -  winner  of  three 
AASFE  awards,  and  TV  columnist  for 
the  Chicago  Sun-Times.  Contact; 
dougelfman@ttiegamedork.com 
(702)  336-2625 


AUTOIVIOTIVE 


■ 

-ANNOUNCEMENTS- 

■ 

-ANNOUNCEMENTS- 

ANNOUNCEMENTS 


Miami's  Community  Newspapers  is 
looking  to  grow  and  maybe  we  can  do  it 
together.  We  have  the  buildings,  the  peo¬ 
ple  and  the  printing  equipment.  If  you 
have  a  paper  in  the  area  and  want  to 
grow  with  a  partner  or  perhaps  even  set 
the  stage  for  your  retiring  and  think  that 
we  might  have  something  to  talk  about 
call  Michael  Miller  at  (305)  669-7355  ext. 
249  or  Email  to: 

michael@communitynewspapers.com 


BUSINESS  OPPORTUNITIES 


PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on 
or  for  ad  sales  reps  who  want  to  move 
up.  Visit: 

www.PublishingOpportunjty.com 
for  more  information  or  call  Allen  at: 
(800)  941 -9907.  ext.  11 
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Vte  know 

,.jiniltPuck$,..anilSIIVs, 

crossovers  and  liylirids.BD||y|g^;- 

If  it's  got  four  wEieels,  chances  are  that 
we  cover  it.  In  fact,  with  North  America's  ||H|||k|i 
leading  auto  industry  publication  and  the  • 

only  weekly  publication  for  car  enthusiasts,  ='  _  .  ^ 

Crain's  AutoWeek  News  Service  covers  the  entire  - '  - 

world  of  automobiles  like  no  one  else  can. 

Whether  you  want  to  use  the  shorter  editorial  features  in  Drivetime,  the 
comprehensive  listing  of  customer  and  dealer  incentives,  the  Q&A  with  Alex 
Steele,  or  our  other  award-winning  content  from  AutoWeek  and  Automotive 
News,  Crain's  AutoWeek  News  Service  can  help  you  to  get  your  share  of 
the  $5  billion  in  automotive  advertising  spent  with  newspapers  in  print  and 
online.  Contact  Melanie  Glover  at  800.678.2724  or  at 
mglover@crain.com  for  more  information. 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 


Box  579,  Landrum,  SC  29356 


NEWSPAPER  BROKERS 


NEWSPAPER  APPRAISERS 


KAMEN  &  CO  CROUP 


Appraisals  •  Business  Plans  •  Brokering 
Restructuring  •  Feasibility  Studies 
Expert  Valuation  Witness 
(516)  379-2797 
info@kamengroup.com 
www.kamengroup.com 


NEWSPAPER  BROKERS 


NATIONAL  MEDIA  ASSOCIATES 

Brokers  •  Appraisers  •  Uonsullants 


£  THOMAS  C.  BOLITHO 
I’.O.  BOX  849 
AIM,  OK  74821 
,i80.421.9600 

EDWARD  M.  ANDERSON 
^  P.O.  BOX  2001 

H  BIU\SSD.\',  MO  6,S615 

H  4l7..I3(v.I4.S7 

If  you  have  been  considering  a  transaction,  we  look  forward  to 
an  initial  conversation  and  to  achieving  your  highest  potential  value. 
And  ask  us  about  our  strongest  references:  Our  past  clients. 
Visit  us  on  our  website;  Nationalmediasales.com 


I 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  nunnber  to  indicate  location  without  specific  identification 


-CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 


Advertisers  call  Michele  Golden  at  16461654-5304 
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www.editorandpublisher.coi 
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NEWSPAPER  BROKERS 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


A  Tradition  of  Trust 


Gary  Greene 

Cribb  &  Associates'  Broker 

Before  joining  Cribb  &  Associates,  Gary 
served  as  president  of  Dickson  Media,  a 
Virginia  based  publishing  company  he 
founded  17  years  ago,  and  grew-  to  different 
newspaper  and  niche  publishing  operations 
in  10  states  with  more  than  1,200  employees. 

Dickson  was  also  active  in  new  media  /  w'eb  j 
businesses,  integrating  its  print  products  onto 
web  sites  it  created  and  maintained,  and  also 
assisting  clients  in  developing  e-commerce. 

Prior  to  starting  Dickson,  Gary*  spent  17  years  w  ith  Worrell  Enterprises, 
a  family  owned  print  and  broadcast  media  company  also  based  in 
Virginia.  He  rose  to  executive  vice  president  and  was  in  charge  of  field 
and  corporate  operations  and  acquisitions  for  the  company. 

Gary  Greene:  434-971-8344  •  ggreenc^tribb.com 


If 


Divc  Sonnichsen 

Tom  Karavakis 

John  Cribb 

Financial  Analyst 

23^403-4133 

406-586-6621 

dsonnicM^cribb.com 

tkaravaklsArribb.com 

jcribbltCribb.com 

m 

CRIBB 

104  East  Main,  Suite  402 
Bozeman,  MT  59715 

Newspaper  Brokers 

406-586-6621  *  Fax:  406-586^774 

Since  1923 

&  Associates,  LLC 

cribb.com 

PUBLICATION  BROKERAGE  ‘  APPRAISAL  ‘  CONSULTING 

WE  KNOW 

.WS  PAPERS 


)P  Media  Partners  assists  owners  in  the 
sale  of  their  newspapers  and  offers  ' 
appraisal  and  consulting  services.  The 
firm’s  principal,  Jeffrey  Potts,  has  a 
combined  T8  years  of  experience 
'working  for  newspapers,  evaluating 
their  markets  and  operations,and 
managing  their  sale. 

Call  him  today  for  a  confidential  discussion. 


JP 


MEDIA  I’ARTNER.S 
2377  Gold  Meadow  Way;  Suite  100 
Gold  River,  CA  95670 
Phone:  916-526-2693 
www.jpmediapartners.com 


INDUSTRY  LEADING 
EXPERTISE. 


America’s 
No.  1  BrokcHT 


We  speak  from  experience. 
All  of  our  associates  are  former 
accomplished  newspaper 
publishero.  CaH  us  tod^  to 
confidentially  review  your  own 
situation  or  sign  up  for  our  Free 
Appraisal  ^rvice  and  view 
our  List  of  Properties  For  Sale  at 
wwwLniediamergers.coni. 


South/S«uth*asl  EatVNcw  England  Midwaat 

David  Emmons  John  Szelc  Win  Parks 

(888)  237-7244  (845)  291-7367  (309)  797-fl 

Southwast/Plains/  South  Md-Atlantl 


Mtn  Status 

Rollie  Hyde 
(806)  288-4933 


Dennis  Richardson  Kent  Roeder 
(731)694-2149  (973)729-2973 


www.mediamergers.com 


Eat  1959  Corporate  Offlcea: 

Lany  Grhnat,  Praaidant  24212  Muacari  Court 

Gaitharaburg,  MO  20682 
(301)253  5016 


WB.  Grimes 
^Company 


NEWSPAPER  BROKERS 


C.  BERKY&  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
20283  State  Road  7.  Suite  300 
Boca  Raton,  FL  33498 


SERVICE,  Inc. 

Dave  Gauger 

Consulting  •  Valuations  ‘Sales  ‘Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 
www.gaugermedia.com 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage 
Services 

Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834 
Fax  (661)  833-3845 
www.media-broker.com 


Leader  in  Sale 
of  Community 

O 

Newspapers 

Check  our  references 
(214)265-9300 

Kickenbacher  IVIedia 

6731  Desco  Dr.,  Dallas 

TX  75225 

[  WWW  .rickenbachermedia.com  | 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  303283236 
(404)  9987088  Fax  (404)  9987089 
Lon  W.  Vl/illiams 


/be  newsfxtper  industry  s 

- MEETING  place! - 

888.825.9 149 


It’s  a  Classified  Secret! 


We’ll  never  reveal  the  identity  of  an  E&P  box  holder 


NEWSPAPERS  FOR  SALE 


FOR  SALE:  Small,  but  profitable,  weekly 
newspaper  in  the  Carolinas  just  minutes 
from  the  coast.  Perfectly  positioned  for 
area’s  rapid  growth.  $247,500.  Great 
opportunity  to  live,  work  and  play  near 
the  beach. 

Box  3968,  Editor  &  Publisher  Classified 
770  Broadway  7th  R. 

New  York,  NY  10003 


LONG  ESTABLISHED  paid  weekly, 
with  a  companion  free  distribution 
shopper.  Fast  growing  town,  bargain 
Profitable.  Also  others.  Associated 
Texas  Newspapers,  1801  Exposition, 
Austin,  Texas  78703  (512)  4783950. 


OREGON  PARADISE 

Profitable,  growing  weekly  in  Southern 
Oregon.  Own  your  own  paper,  be  your 
own  boss,  all  while  enjoying  the  great 
outdoors.  Contact  Jeffrey  Potts  of 
JP  Media  Partners:  (916)  5282693 


PUBLICATIONS  FOR  SALE 


Established  Circulation  Retention  Firm, 
Profitable,  Positive  Cash  Flow,  Turnkey, 
Unlimited  Income  Potential,  Granbury, 
Texas  weekly  shopper,  Rochester  and 
Saratoga,  NY  magazine  and  newspaper. 
Southern  festival  &  events  b2b  newspa¬ 
per  (TN,  NC  &  SC)  www.Kamengroup.com 
(516)  379-2797  or  info@kamengroup.com 


www.edltorandpublisher.com 
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EQUIPMENT  FOR  SALE 


EQUIPMENT  FOR  SALE 


-EQUIPMENT  &  SUPPLIES- 


By  Order  of  Secured  Creditor 


HIGH  QUALITY  PRINTER  OF 
NEWSPAPER  INSERTS 
'Incl.  (10)  Web  Offset  Lines 


GAINES  &  HANSON 

5197  Winnetka  Avenue  North 
New  Hope  (Minneapolis),  MN  55428 

TUESDAY,  MAY  23  AT  10:00  AM 

Highlights  Include:  (2)  1999  HEIDELBERG  HARRIS  V30  4/U 
21"  X  36”  Heatset  Web  Offset  Presses  -  can  be  run  as  twinned 
lines  •  (2)  2000  GOSS  MAGNUM  21”  x  35”  Heatset  Web  Offset 
Presses  (subject  to  prior  sale)  -  can  be  run  as  twinned  lines  •  (4) 
1986/1988  GOSS  C150  21  1/2”  x  35”  4  High  Heatset  Web  Offset 
Presses  •  (2)  1993/1994  GOSS  C450  21  1/2”  x  46  1/2”  Heatset 
Web  Offset  Presses  -  can  be  run  as  twinned  lines  •  (6)  BALDWIN 
STOBB  150  Stacker/Bundlers  •  (4)  AGE  Rotary  4-Knife  Trimmers 
•  EPSON  Stylus  Pro  9000  Color  Proofer  •  Air  Compressors  • 
Chillers  •  POLAR  MOHR  82ST  Guillotine  Cutter,  and  More! 

BID  LIVE  ONLINE! 

For  more  information  and  Terms  of  Sale,  visit 
www.michaelfox.com 


Goindustry 

Michael  Fox  International 


POST  PRESS 


Tel:  800-722-3334 
www.michaelfox.com 


POST  PRESS 


Currently  Available  From  K&M 


•  630  Inserters 

•  2299  Inserters 

•  1472  Inserters 

•  Alphaliner  Inserters 


m 


Leaders  in  Rotary  Inserting  Technology 

www.kmnewspaper.com  •  800-828-0242 


For  help  wanted/position  wanted  rates  call 
Michele  MacMahon  at  646-654-5303 
Dennis  Tyhacz  at  646-654-5302  or 

- the  newspaper  industry's - 

- meeting  place. - 


DON'T  SELL  YOUR  WEB  PRESS 


Until  you  contact  Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commerical  Web  and 
Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  M200,  M300,  M600,  M1000-A2  &  B,  HARRIS 
VI 5D,  V25,  845;  KING  Process  or  Color;  GOSS  Community,  Urbanite,  Metro; 
SOLNA  D30  or  C96;  HANTSCHO  Mark  IV,  VI  OR  XVI. 

FOR  SALE:  8/u  1984  Harris  V25;  6/u  Goss  Community  1980;  8/u  Harris  V15D 
1989;  JF25&JF1 5  folders 

NEWMAN  INTERNATIONAL,  LLC 

Tel:  (913)  648-2000  Fax:  (913)  684-7750  E-mail:  j.newman@att.net 


-urreniiv  av 


ifnnrxiViii'iiniRTiTii 


GOSS  FRBANITE  1000  series  printing  unit  -  refurbished. 

GOSS  C’OM.VIl'NITT  units  (mono,  stacked  2-4  highs) 

Two  tandem  sets  of  MARTIN  splicers. 

7-unit  HARRIS  VISCA  ISD  with  JF15  folder  &  50HP  drive 

4- unit  H.VRRIS  Vise:  press,  1981  vintage. 

Twinned  >VEB  LEADER  press  lines  each  consisting  of  4  mono  units 
and  one  Quadracolor  unit,  folder  and  50HP  drive. 

NEWS  KING  units  &  KJ6  folder,  available  immediately. 

Two  GOSS  METRO  OFFSET  units,  22  ^  V  cut  -otT(578mm). 

5- unit  H.ARRIS  1660  with  double  2:1  folder,  five  MEG's. 


INLAND 


New-Used  Web  Presses 

4-HI  Towers  -  3-Color  Satellites  &  more 

AL  TABER  &  ASSOCIATES,  LLC 
WWW.  altagraphics.  com 
E-mail:  altaeq@aol.com 

770-552-1528 


Mini  Coior  Towers 

PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”,  21  1/2",  21” 

•  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 
Northeast  Induatrtos,  Inc. 
Tel:  (800)  821-6257  Fax:  (323)  256-7607 

www.neijnc.com 


1*0  Box  15999,  Lenexa,  KS  66285 
(800)  255-6746  -Fax  (913)  492-6217 


-INDUSTRY  SERVICES- 


Your  communication  link  to  the 
new.spaper  indu.stn,'  evert-  week 
.since  1884. 


CIRCULATION  SERVICES 


45  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 

Nationwide  TELEMARKETING 
"PRE-PAID  Experts" 
Maximum  RETENTION 
Horace  Southward/Eric  Southward 
(800)  950-8475*www.  metro-news.com 


MARKETINQ  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  predic¬ 
tive  dialer.  We  have  many  years  of  expe¬ 
rience  delivering  100%  Compliant  Phone: 
(732)  602-1919  FAX:  (732)  602-9090 
E-mail:  mpl@marketjngplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 
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-INDUSTRY  SERVICES- 


-HELP  WANTED- 


CIRCULATION  SERVICES  CIRCULATION  SERVICES 


DECLINING  CIRCULATION . . .  LACK  OF  GROWTH? 


For  another  insight  in  the  deciining 
circuiation  and  iack  of  growth  potentiai 
in  the  newspaper  industry,  read... 

BIG  STUFF  NEWS.  Issue  #1 


at  bigstuff-stepper.com 


CIRCULATION  SERVICES 

CONSULTANTS 

CIRCULATION  III 

Telemarketing  Subscripton  Sales 
100%  Compliant 
WedoitalB 
(800)650-7183 
Circulationlll.com 
John  Dinan 


PRO  STARTS 

PROFESSIONALTELEMARKETING 

SERVICES 

FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


PUBLISHER’S 

CONSULTANT 

Able  to  rebuild  dormant  or  red  ink 
papers,  initiate  cold  starts,  recruit  and 
train  ad,  edit  or  circulation  personnel. 
Able  to  manage  overall  operations  if 
needed.  35  years  experience.  Contact: 
Michael  Bradley  (508)  563-2835  or 
E-mail:  mbradley.capecod@verizon.net 


RESEARCH 


COMPUTER  SOFTWARE 


Providing  classified,  scheduling,  and 
display  billing  software  for  over 
14  years. 

Fake  Brains,  Inc 
303-791-3301 
www.fakebrains.com 


RESEARCH 

www.Dublishinghouseresearch.com 
competitive  intelligence 
company  profiles 
industry  monitoring 
customized  newsletters 
Free  industry  newsletter! 


PRESSROOM  SERVICES 


PRESSROOM  SERVICES 


WHAT 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain 
these  goals.  Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 

One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1  (800)  657-2110 

45  years  in  the  Newspaper  Industry 


ACADEMIC 


ACADEMIC 


GRADUATE  STUDIES  DIRECTOR 

Missouri  School  of  Journalism 

The  Missouri  School  of  journalism  is  looking  for  an  energetic  scholar  with  administrative 
inclinations  to  become  director  of  graduate  studies  for  the  School.  We  are  particularly  in¬ 
terested  in  candidates  who  have  teaching  or  research  interests  in  the  impact  of  new 
technologies  on  journalism  and  advertising. 

The  director  of  graduate  studies,  a  new  position,  will  report  to  the  associate  dean  for 
graduate  studies  and  research  at  the  School.  He  or  she  will  join  a  dynamic  and  innovative 
faculty  who  work  with  some  of  the  brightest  doctoral  and  master’s  students  in  journalism 
education.  The  School  has  52  graduate  faculty,  35  doctoral  students  and  232  master’s 
students  (including  60  online  MA  students). 

This  new  colleague  will  work  closely  with  the  Donald  W.  Reynolds  journalism  Institute,  a 
journalism  think  tank  and  research  and  development  center  funded  by  a  $31-million  grant 
from  the  Donald  W.  Reynolds  Foundation.  The  Institute  will  open  a  new,  49,000 
square-feet  facility  in  2007.  It  will  fund  six  visiting  Reynolds  Fellows  each  year,  supported 
by  Missouri  doctoral  students,  to  engage  in  research  aimed  at  improving  the  practice 
and  understanding  of  journalism. 

The  doctorate  is  required  We  seek  someone  whose  credentials  would  justify  appointment 
at  the  level  of  associate  or  full  professor  with  tenure.  Applicants  should  include  a 
full  curriculum  vitae  and  the  names  of  three  references.  Screening  will  begin  in  March 
2006  and  continue  until  a  new  director  is  hired. 

Applications  may  be  sent  electronically  (preferred)  to  colmerya@missouri.edu  or 
mailed  to  Anne  Colmery,  Executive  Assistant,  Missouri  School  of  Journalism, 
120  Neff  Hall,  Columbia,  MO  65211.  If  sending  application  electronically,  please 
send  as  a  Word  or  PDF  attachment  with  candidate’s  last  name  as  title. 

The  University  of  Missouri  is  committed  to  cultural  diversity  and  it  is  expected  that 
successful  candidate  will  share  this  commitment.  MU  is  an  Equal  Empbyment  Opportu¬ 
nity/ADA  institution  and  encourages  applications  from  women  and  minority  candidates. 


LDRRY  I.  LOKEY 

VISITING  PROFESSDR  DF  JOURNALISM 

Stanford  University 

Stanford  University’s  Department  of  Communication  is  looking  for  an  accomplished  jour¬ 
nalist  to  teach  and  work  with  students  in  its  Graduate  Program  in  journalism  ( 
http://journallsm.stanford.edu).  The  Lorry  1.  Lokey  Visiting  Professor  of  journalism  will 
work  either  full-time  or  part  time  during  the  2006-7  academic  year. 

Qualified  candidates  should  send  a  cover  letter  and  resume  and  names  of  three 
reference  (no  e-mails,  faxes  or  phone  calls  please)  to  Lokey  Visiting  Professor 
Search  Committee,  c/o  Mark  Dezutti,  Department  of  Communication,  Building 
120,  Room  110,  Stanford,  CA  94305-2050. 

The  initial  appointment  is  for  one  year  and  may  be  renewed  for  a  second  year.  Stanford 
University  is  an  Equal  Opportunity,  Affirmative  Action  Employer.  Applications  should  be  re¬ 
ceived  by  June  1, 2006. 


NEWSROOM  ADVISER 

The  adviser:  works  with  student  reporters  and  paid  student  editors  for  The  Ohio  State 
Lantern,  a  28,000  daily  circulation  college  newspaper,  to  achieve  the  highest  journalistic 
standards;  represents  The  Lantern  in  communication  with  community  organizations,  uni¬ 
versity  community  and  general  public;  teaches  and  grades  undergraduate  students  who 
report,  copy  edit,  photography  and  design  for  The  Lantern  and  its  web  site.  Qualifications: 
BA  required,  MA  preferred;  professional  news  media  experience  and/or  student 
media  advising  experience  required;  teaching  experience  preferred. 

Application  deadline  is  May  10,  position  begins  September  15. 

Send  letter,  resume  and  contact  for  three  references  to: 

The  Ohio  State  University 
School  of  Communication 
Attn:  Dr.  Carroll  J.  Glynn,  Director 
154  N.  Oval  Mall,  3016  Derby  HaU 
Columbus,  OH  43210-1330 

E-mail:  glynn.14@osu.edu 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING  DIRECTOR  & 

RETAIL  ADVERTISING  MANAGER 

NPG  Newspapers,  a  family  owned  newspaper  company  in  the  greater  Kansas  City  Metro 
and  St.  Joseph,  Missouri,  is  looking  for  experienced  individuals  to  lead  and  develop  our 
local  advertising  departments.  We  are  looking  for  the  positions  of  Advertising  Director 
and  Retail  Advertising  Manager  in  our  Kansas  City  properties  and  the  position  of  Retail 
Advertising  Manager  at  the  St.  Joseph  News-Press.  These  positions  will  be  responsible 
for  establishing  goals,  forecasting,  training  and  developing  plans  to  achieve  lineage  and 
revenue  targets. 

The  successful  candidates  should  have  sales  management  experience,  preferably  in  a 
newspaper  or  other  media  environment.  We  are  looking  for  a  track  record  of  reaching 
and  exceeding  revenue  goals  while  developing,  mentoring  and  motivating  the  sales  team 
to  create  valuable  performance  sales  results. 

NPG  Newspapers  is  a  stable,  160-year-old  newspaper  company  with  a  strong  commitment 
to  the  communities  we  serve.  We  provide  an  excellent  working  environment  that 
recognizes  performance  and  innovation.  Our  goal  is  to  be  the  employer  of  choice  in  our 
market.  We  provide  a  compensation  package  that  rewards  performance.  We  also 
provide  a  very  competitive  benefits  package  including  401(k),  profit  sharing,  paid 
vacation,  health  and  dental  plans,  etc. 

Please  send  a  resume  detailing  your  past  experience  to: 

Human  Resources 
St.  Joseph  News-Press 
P.O.  Box  29.  St.  Joseph,  MO.  64502 
Or  E-mail  to:  tweddle@npgco.com 


REGIONAL  CLASSIFIED  ADVERTISING  MANAGER 

The  Daily  Progress  seeks  a  classified  advertising  manager  to  lead  sales  performance  for 
its  classified  department  including  a  call  center.  This  position  requires  an  individual  who 
excels  at  developing  and  executing  strategies  to  grow  new  and  existing  classified  and 
online  revenues  by  developing  and  implementing  new  classified  products  and  services  in¬ 
cluding  products  in  the  key  verticals  of  employment,  automotive,  real-estate  and  private 
party. 

The  successful  candidate  will  demonstrate  the  ability  to  lead  two  outside  sales  represent¬ 
atives  and  a  classified  call  center  supervisor  to  sell  and  grow  revenue  in  multiple 
products  across  a  broad  geographic  marketplace.  This  position  must  be  able  to  increase 
market  share  and  advertising  account  base  through  effective  leadership  of  a  sales  and 
support  staff.  In  addition,  the  candidate  must  be  proficient  in  budgeting,  planning,  mar¬ 
keting,  rate  development  and  analysis,  revenue  and  expense  analysis,  policy  development, 
market  research  analysis,  contract  negotiations,  and  employee  and  customer  relations. 
Candidate  must  have  a  BS  in  Advertising,  Marketing,  Journalism,  or  similar  field,  or 
equivalent  practical  experience. 

The  qualified  candidate  will  have  a  minimum  of  six  years  experience  in  ad  sales,  as  well 
as  a  minimum  of  four  years  successful  and  progressive  newspaper  sales  leadership  ex¬ 
perience  in  a  competitive  market  and  a  consistent  track  record  of  growing  existing  and 
new  revenue.  The  candidate  must  be  computer-literate  with  ability  to  use  Microsoft  Office 
software.  The  Daily  Progress  is  an  EOE  offering  an  excellent  benefits  package  and  com¬ 
petitive  compensahon.  Send  resume,  letter  to: 

The  Daily  Progress 

Attn:  John  Kimbel,  Regional  Advertising  Director 
P.O.  Box  9030,  CharlottesviUe,  VA  22906 
E-mail:  jkimbel@dailyprogress.com 


ADVERTISING  SALES  MANAGER 

Come  work  at  the  Charlotte  Sun,  American’s  Best  Community  Daily  newspaper.  This  is  an 
outstanding  opportunity  to  join  a  companyr  where  you  make  the  difference.  We  are 
looking  for  an  experienced  sales  manager  with  a  positive,  energetic,  can-do  approach  to 
join  our  adverting  team.  We  are  looking  for  a  highly  motivated  individual  who  thrives  on 
the  sales  challenges  and  enjoys  working  in  a  positive  team  environment. 

Responsibilities  include  managing  a  sales  team  to  service  existing  clients,  marketing  of 
new  prospects,  face-to-face  sales,  closing  contracts,  identifying  client  needs,  and  cold 
calling.  Qualified  candidate  will  have  the  drive  to  meet  and  exceed  sales  targets,  exceptional 
sales  presentation  skills,  and  excellent  verbal  and  written  communication  skills.  Join  us  as 
we  set  the  industry  standard  for  professionalism  and  quality! 

We  offer:  Competitive  salary  plus  commission,  vacation,  health  insurance,  sick  and  short 
term  disability,  401(k)  with  company  match,  training,  stable  company  that  is  very  com¬ 
munity  minded  and  involved.  Pease  send  your  resume  to: 

Charlotte  Sun 

Attn:  Advertising  Manager,  Debbie  Dunn-Rankin 
231 70  Harbor  View  Road 
Port  Charlotte,  FL  33980 
FAX:  (941)  6294499 
Email:  Debbie@sur>herald.com 


VICE  PRESIDENT/ADVERTISING 

In  the  last  two  years  Northwest  News  Group  of  Greater  Chicago  has  made  significant  ac¬ 
quisitions  and  launched  dozens  of  new  print  and  on-line  publications.  We  are  growing, 
and  we  serve  one  of  the  fastest  growing  regions  in  the  nation.  Our  flagship  paper,  the 
Northwest  Herald,  has  recorded  circulation  growth  in  15  of  the  last  17  years. 

We  are  looking  for  a  creative,  determined  leader  to  run  all  our  advertising  operations, 
overseeing  two  dailies,  18  weeklies,  a  Latino  weekly,  a  monthly  business  journal,  and 
several  other  print  and  online  niche  publications. 

Northwest  News  Group  is  a  division  of  Shaw  Newspapers,  a  family  owned  newspaper 
group  since  1851.  The  Shaw  Culture  is  characterized  by  a  sincere  recognition  that  our 
associates  are  important,  significant  and  valuable.  It  is  a  culture  that  provides  opportunities 
for  professional  and  personal  growth,  where  people  inside  and  outside  the  company 
are  treated  ethically,  courteously  and  with  respect.  It  is  a  culture  where  leadership  has  a 
responsibility  for  creating  and  maintaining  an  environment  in  which  all  associates  have 
opportunity  for  success  in  their  jobs. 

If  you  are  looking  for  a  title  and  another  notch  on  your  resume,  please  look  elsewhere.  If 
you  are  looking  to  make  your  mark  and  you  want  to  make  a  difference-  then  perhaps  you 
are  the  person  to  help  us  make  history.  Qualified  candidates  will  possess  a  college  degree, 
and  ten  years  of  applicable  industry  experience  with  at  least  five  years  experience 
in  an  advertising  leadership  capacity.  We  offer  a  competitive  salary  ariid  comprehensive 
benefits  package  in  a  family-owned  environment.  McHenry,  Lake,  and  Kane  Counties  offer 
a  variety  of  living  options  and  a  tremendous  quality  of  life. 

Qualified  and  interested  individuals  should  forward  cover  letter,  resume,  and  salary  re¬ 
quirement  to: 

Sarah  Dickey 
Northwest  News  Group 
7717  S.  Route  31,  Crystal  Lake,  IL  60014 
sdjckey@nwnewsgroup.co(n 


NORTriWEST 

NEWSGROUP 


The  Northwest  News  Group  is  a  Drug  Free  Employer.  Must  be  able  to  pass  a  drug 
screen  and  background  check  before  offer  of  employment  can  be  made.  EOE. 


PRODUCT  MANAGER:  ONLINE  CLASSIFIEDS 

Examiner.com  seeks  a  classifieds  product  manager  with  proven  success  managing  and 
growing  print  and  online  products  and  revenue.  Responsible  for  managing  the  classifieds 
listings  section  on  the  website;  identify  and  implement  new  features  and  functionality; 
work  closely  with  sales  to  support  clients'  online  advertising  needs.  Must  have  previous 
print  and  online  classified  experience. 

Key  Responsibilities:  manage  the  classified  listings  section  on  the  site,  individual  ad 
verticals  (Autos,  Jobs,  and  Real  Estate);  identify  and  implement  new  strategic  initiatives; 
work  with  the  tech  dev  team  to  manage  SDL(J;  provide  PRD,  functional  specifications; 
work  closely  with  sales. 

(Qualifications  and  Competencies  Required:  previous  success  in  managing  and  growing  print 
and  online  classified  advertising  revenue;  success  with  an  online  classified  advertising  prod¬ 
uct;  advertising  media/sales  experience;  strong  knowledge  and  familiarity 
with  the  Internet;  strong  knowledge  of  Microsoft  Office  products;  work  well  in  a 
fast-oaced,  entrepreneurial  environment;  be  detaiLoriented;  work  independently  as 
needed,  be  reliable,  and  take  initiative;  collaborate  in  a  team  environment;  college 
degree.  Replytojobs@examjner.com 


ADVERTISING  DIRECTOR 

Grand  Junction  Free  Press 

Our  search  is  for  a  hands-on  manager  whose  goal  is  to  help  our  customers  grow  their 
business  using  good  marketing  principles  and  our  products.  If  you  enjoy  sitting  in  an 
office  doing  administrative  work,  you  will  hate  Utis  job.  The  Free  Press  is  a  three  year  old 
free  daily  with  great  expectations  for  sales  growth.  You  will  coach  a  good  sales  staff  that 
is  hungry  to  learn  and  grow.  You  should  plan  on  spending  at  least  50%  of  your  time  in 
front  of  customers.  Your  publisher  is  a  high  energy  32  year  advertising  veteran  that  will 
work  by  your  side.  Compensation  package  between  50K-75K.  Experience  is  great  but  ad¬ 
vertising  knowledge  coupled  with  passion  are  better.  EOE.  If  this  job  seems  like 
hard  wori(  and  a  lot  of  fun,  please  send  your  resume  and  a  cover  letter  to: 

mruocco@cmnm.org 


www.editorandpubllsher.com 
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ADVERTISING 

MANAGER 

Excellent  opportunity  at  Wisconsin  metro 
market  shopper  for  experienced,  ambi¬ 
tious,  results  oriented,  “get  the  job  done" 
sales  professional.  Develop,  motivate 
and  lead  sales  team,  prospect  and  han¬ 
dle  list  of  key  accounts. 

Letters  of  application,  resume  and 
references  to  Editor  &  Publisher 
Classifieds,  Box  3969,  770 

Broadway,  7th  Floor,  New  York,  NY. 
10003.  OR  E-mail,  with  Box  3969  in 
the  subject  line,  to; 

mmacmahon@editorandpublisher.com 


EpiTORtS'PUBLISHER:  The  coinniKHication  link 
of  the  newspaper  industry  every  week  since  188-i. 


ADVERTISING  DIRECTOR 

A  family  owned  upstate  New  York  daily 
newspaper  is  looking  for  an  Advertising 
Director  to  lead  its  sales  force. 

The  ideal  candidate  will  have  the  respon¬ 
sibility  for  growing  advertising  revenue 
and  market  share.  The  individual  should 
possess  strong  leadership  skills,  a  prov¬ 
en  sales  record  and  the  ability  to 
innovate  and  motivate.  Submit  cover  let¬ 
ter,  resume  and  salary  requirements  to: 
Box  3%7  Editor  &  Publisher  Classifieds, 
770  Broadway,  7th  Floor  New 
York,  NY  10003. 

E-mail: 

dtyhacz@editorandpublisher.com 


CLASSIFIED  SALES  MANAGER 

Needed  in  our  Classified  Sales  Department  in  our  Needham,  MA  office.  Manage  and  train 
new  and  existing  classified  sales  representatives  to  understand  and  sell  the  company’s 
porfolio  of  products  in  our  Needham  Classified  Sales  Department. 

Analyze  market  trends,  rates,  pricing  strategies,  sales  proposals,  and  new  business 
ideas.  Streamline  and  improve  customer  service  and  departmental  workflow.  Excellent 
communication  and  organizational  skills  and  previous  experience  with  classified  sales  and 
employee  training  required.  Local  market  knowledge  a  plus.  To  apply,  submit  cover  letter 
and  resume  with  salary  requirements  to: 

Community  Newspaper  Company 
Human  Resources 
254  Second  Avenue 
Needham,  MA  02494 

FAX:  (781)  433-6740  E-mail:  cncjobs@cnc.com 
No  phone  calls,  please. 

An  EEO  Employer 


ADVERTISING  DIRECTOR 

PostNewsweek  Tech  Media,  a  wholly  owned  subsidiary  of  The  Washington  Post 
Company,  based  in  Washington,  DC,  offers  targeted  publications,  web  sites,  trade  shows 
and  conferences  to  the  business  and  government  technology  market. 

Responsibilities:  Direct  a  sales  team,  and  develop  annual  sales  budgets.  Develop  annual 
compensation  plans  for  each  account  executive.  Travel  extensively.  Assist  account  ex¬ 
ecutives  to  plan  strategies,  manage  time  and  territory  coverage  plans  in  order  to  cover 
GCN  &  WT  selling  opportunities. 

Requirements:  Must  have  a  background  in  government  information  technology  market 
with  a  high  frequency  in  weekly  newspaper  or  magazine.  Experience  in  managing  a  senior 
sales  staff,  analyzing  and  presenting  both  syndicated  and  custom  researches  (both  market 
research  and  publication  research)  Proven  track  record  in  revenue  and  market  share 
growth  BS/BA  College  Degree  required.  P&L  management.  Community  involvement  with 
government  -computing  associations  and  trade  organizations.  Travel  extensively  to  terri¬ 
tories.  Send  your  resume  and  cover  letter  to;  PostNewsweek  Tech  Media,  Attn: 
HR-^D,  10  G  Street,  N.E.  Suite  500,  Washington,  DC  20002. 

E-mail:  jobs@postnewsweektech.com.  An  Equal  Opportunity  Employer 


RECRUITMENT  ADVERTISING 

MANAGER 

The  Columbus  Dispatch  is  looking  for  an  experienced  Recruitment  Manager  for  our  Clas¬ 
sified  Sales  Department.  We  are  looking  for  a  person  with  proven  experience  and  leader¬ 
ship  ability  in  the  area  of  recruitment  or  classified  advertising.  A  proven  track  record  of 
developing  strategies  for  print  and  online  products  and  revenue  growth  is  a  must. 

This  position  manages  the  classified  recruitment  sales  team,  support  staff  in  the  tele¬ 
marketing  areas  and  online  recruitment.  In  addition  to  strong  sales  ability,  the  ideal  can¬ 
didate  must  be  able  to  lead  others,  resolve  situations,  give  sales  presentations  and  meet 
established  sales  goals.  Must  have  four  years  experience  of  above  average  sales  ability. 
Prefer  two  or  more  years  of  supervisory  experience.  If  you  are  interested  in  this  challenging 
role  and  our  attractive  benefits  package,  please  send  your  resume,  including  salary 
history,  to: 

The  Dispatch  Printing  Company 
Attn:  Human  Resources  Department 
34  South  Third  Street  Columbus,  Ohio  43215 
E-mail;  jobs@dispatch.com 
FAX:  (614)461-5565 
An  Equal  Opportunity  Employer 


ADVERTISING  DIRECTOR 

Great  opportunity  for  a  seasoned  media  sales  leader!  The  Daily  Press  located  in 
Victorville,  CA-  the  high  desert  region  of  Southern  California,  close  to  Los  Angeles,  Las 
Vegas,  beaches,  and  mountain  resorts  is  currently  seeking  an  Advertising  Director  to  join 
its  award  winning  team. 

This  individual  will  lead  and  oversee  all  aspects  of  their  advertising  department.  This  in¬ 
cludes  the  development  and  implementation  of  high-performance  plans  to  maximize  the 
results  of  the  retail,  national  and  classified  employees  in  the  areas  of  advertising  sales, 
revenue  growth,  creative  services,  production  and  cost  control,  his  position  will  be  re¬ 
sponsible  for  budgeting,  sales  planning,  managing  a  sales  and  creative  staff,  and  interac¬ 
ting  with  managers  of  other  departments  in  the  organization. 

The  successful  candidate  will  possess  a  degree  in  advertising,  marketing  or  related  disci¬ 
pline  and  will  have  a  minimum  of  5  years  progressive  experience  in  advertising  sales  and 
sales  management,  preferably  in  a  daily  newspaper.  Must  have  excellent  communication, 
interpersonal  and  leadership  skills,  as  well  as  a  proficiency  with  database  and  software 
applications.  We  are  looking  for  an  individual  that  thrives  in  a  fast  paced, 
deadline-oriented  environment.  Excellent  salary  and  benefits  package.  Equal  Opportunity 
Employer. 

Interested  candidates,  please  submit  resume  and  salary  requirements  to: 
Fcn_resume@link.freedom.com . 


ADVERTISING  SALES  MANAGERS 

The  Sacramento  Bee,  the  flagship  newspaper  of  the  McClatchy  Company,  is  seeking  an 
experienced  Retail  Territories  Manager  to  lead  our  Retail  Territories  sales  teams,  and  an 
Advertising  Real  Estate  Manager  to  lead  our  Classified  Real  Estate  teams . 

Our  managers  are  responsible  for  leading  and  motivating  our  staff  in  achieving  individual 
and  collective  group  and  departmental  revenue  and  volume  performance  objectives.  We 
seek  at  least  5  years  print  advertising  management  and  sales  experience.  The  Sacramento 
Bee  offers  a  competitive  salary  and  bonus  structure  plus  an  extensive  benefits 
plan.  We  are  located  in  an  affordable  and  beautiful  city.  Visit  us  at  www.sacbee.com. 
Please  E-mail  resume  to  Resumes@sacbee.com 
with  Retail  Territories  Sales  Manager  or  Advertising  RE  Manager  in  subject  line. 


NATIONAL  ADVERTISING  DIRECTOR 

Houston  Chronicle 

The  Houston  Chronicle  has  an  excellent  career  opportunity  for  a  DIRECTOR  to  lead  our 
22  member  National  Advertising  team.  In  this  role  you  will  lead  the  team  to  a  higher  level 
of  performance  by  keeping  the  Chronicle  at  the  forefront  of  the  newspaper  industry.  Your 
“lead  by  example  style”  will  be  put  to  the  test  by  maintaining  and  strengthening  our  part¬ 
nerships  with  advertisers,  agencies,  and  media  placement  firms  with  creative  ideas  and 
proposals.  You  will  also  be  our  lead  liaison  in  setting  monthly  and  quarterly  goals  and 
projects  for  our  national  staff  and  our  outside  rep  firm. 

Responsibilities; 

•Coaching,  leading  and  developing  sales  managers  and  account  executives 
(^lifications: 

•3-1-  years  proven  track  record  in  sales  and  sales  management 
•Expertise  in  coaching,  mentoring  &  developing  talent 
•Newspaper  sales  management  experience  a  plus 
•Strong  presentation,  communication,  and  listening  skills  required 
•College  degree  preferred 
•Must  be  able  to  travel  as  needed 

Candidates  should  be  proficient  with  Microsoft  Office  and  general  technology.  We  offer  a 
competitive  salary/bonus  package,  a  comprehensive  benefits  package,  and  the  opportunity 
to  work  in  an  exciting,  progressive,  and  innovative  organization. 

To  apply,  please  submit  resume  to;  hr@chron.com 
OR  FAX  to:  (713)362-2621. 
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ADVERTISING 


ADVERTISING  DIRECTOR 

The  Columbus  Telegram,  a  10,500  circulation,  6-day  daily  newspaper  in  Columbus,  Ne¬ 
braska,  is  seeking  an  Advertising  Director  to  join  our  management  team.  The  right  candi¬ 
date  will  provide  leadership  and  coaching  for  our  sales  representatives  in  the  development 
and  growth  of  our  customer  base. 

Successful  candidate  must  possess  solid  background  in  sales  with  2-3  years  management 
experience.  Must  be  a  self-starter  with  strong  customer  focus  and  interest  in  local 
community.  Prior  media  sales  experience  a  plus. 

Columbus  Telegram  offers  a  competitive  salary,  medical/dental/vision/life  insurance  ben¬ 
efits,  vacation/sick/holiday  pay;  plus  excellent  401(k)  retirement  plan  and  employee 
stock  purchase  plan.  Please  submit  your  resume  to: 

Bob  Blackman,  Publisher 
Columbus  Telegram 
P.O.  Box  648,  Columbus,  NE  68602. 

E-mail;  bob.blackman@lee.net 


Build  your  career  in  Colorado,  one  of  the  best  places  to  live  and  work  in  the  USA!  We  are 
looking  for  a  top-flight  sales  leader  to  lead  our  advertising  department. 

If  you  have  a  track  record  of  innovation,  revenue  development  and  growing  an  effective 
team,  you  may  have  just  found  your  dream  job.  We  are  focused  on  serving  our  communi¬ 
ties,  developing  products  that  meet  the  needs  of  our  reader  and  advertisers  and  creating 
the  most  innovative  and  enjoyable  work  environment  in  the  industry. 

We  field  a  broad  product  line  that  includes  English  and  Spanish  language  newspapers,  a 
variety  of  niche  products  and  a  robust  Internet  service.  And  wewe  recognized  as  an  industry 
leader  in  creative  management.  We  will  expect  you  to  lead  the  development  of  an 
exceptional  advertising  team  that  meets  sales  goals,  grows  market  share,  provides  su¬ 
perior  service  to  our  customers,  and  is  filled  with  happy,  respected,  motivated 
employees. 

If  this  sounds  like  a  challenge  and  opportunity  that  is  made  for  you,  please  send 
your  letter  of  application  and  resume  to  bhaines@greeleytribune.com.  Or  The 
Tribune,  Attention:  Brenda  Haines,  P.O.  Box  1690,  Greeley,  CO  80632. 


OUTSIDE  ADVERTISING  SALES  REPRESENTATIVES 

For  our  Naples  &  Bonita  Springs,  Florida  offices.  Enjoy  the  SW  Florida  Lifestyle  and  prosper 
in  a  growth  market.  We  are  growing  and  expanding  our  products  and  services.  Join 
our  team  of  sales  professionals  in  selling  our  advertising  products  and  partner  with  local 
businesses  in  developing  their  advertising  strategy. 

We  are  seeking  highly  motivated  and  experienced  sales  professionals  who  have  a  strong 
work  ethic  and  high  expectations  for  success.  Excellent  relationship-building  skills  required 
to  increase  customer  advertising  through  aggressive  prospecting  and  development  of  terri¬ 
tories.  We  offer  a  competitive  performance-based  compensation  plan  with 
excellent  earning  potential  and  a  comprehensive  benefits  program.  Forward  resumes 
and  contact  information  to; 

E-mail:  hr@naplesnews.com  or  FAX:  (239)  435-3482 


REGIDNAL  SALES 
MANAGER 

Are  you  a  creative  thinker  who  enjoys  the 
challenges  of  advertising?  Just  look  at 
our  products.  The  Record  &  Herald 
News,  to  see  the  endless  opportunities. 
We  seek  a  person  with  a  minimum  of  5 
years  sales  mgmt  exp  with  proven  track 
record  of  sales  associated  with  the  direct 
training  and  supervision  of  a  sales 
staff.  Ability  to  sell  to  small  advertisers 
using  sophisticated  market  research  is 
essential.  Media  selling  experience  a 
must. 

E-mail:  recruiting@northjersey.com 
North  Jersey  Media  Group 
is  an  Equal  Opportunity  Employer 


E&P'S  CLASSIFIED 

the  newspaper 
industry's  meeting= 
place. 

888.825.9149 


AUTDMDTIVE  ADVERTISING  SALES  MANAGER 

CLASSIFIED  ADVERTISING  DIVISION 

The  Charlotte  Observer  is  looking  forfan  experienced  professional  to  lead  our  automotive 
advertising  team  as  an  Automotive  Advertising  Sales  Manager  in  our  Classified 
Advertising  division.  The  Automotive  Sales  Manager  will  manage  the  activities  of  the  auto¬ 
motive  sales  staff  and  drive  revenue  growth.  We  are  searching  for  a  highly  motivated,  or¬ 
ganized  leader  who  is  self-reliant  and  possesses  the  demonstrated  ability  to  positively 
and  effectively  promote  The  Observer  product. 

Qualified  candidates  will  have  a  BS  in  Marketing,  Business,  Advertising  or 
Communications,  with  5-i-  years  in  sales  and  2+  years  management  experience  in  news¬ 
paper  or  magazine  related  environment.  The  Charlotte  Observer  provides  an  excellent 
compensation  package  and  a  full  benefits  package.  To  be  considered  for  this  rewarding 
career  opportunity,  please  forward  your  resume  and  salary  history  to: 

E-mail:  schriscoe@charfotteobserver.com 


CIRCULATION 


CIRCULATIDN  DIRECTOR 

The  Call,  a  Journal  Register  Company 
Newspaper,  is  in  need  of  an  experienced 
Circulation  Professional.  This  position  will 
manage  and  lead  a  circulation  department 
for  a  7  day  morning  paper  and  2 
weekly  newspapers  with  a  combined  total 
distribution  over  60,(X)0. 

Will  have  demonstrated  the  ability  to 
manage  people,  develop  circulation 
sales  promotions  &  gains.  Experience 
with  daily/weekly  newspapers, 
budgeting,  and  strong  PC  skills  desired. 
We  offer  a  competitive  salary,  excellent 
benefits  and  a  bonus  program. 

Email  cover  letter  ^  resume 
mmoses@joumalregister.com 


CIRCULATION 


CIRCULATION  DIRECTOR 

We  need  some  help.  Single  copy  and 
home  delivery  numbers  are  declining  and 
there's  no  reason  for  it.  Our  community 
is  experiencing  unparralled  growth  in  the 
sunny  southeast.  We  need  a  progressive 
thinker  who  is  willing  to  roll  up  the 
sleeves  and  make  things  happen. 

The  candidate  must  have  a  track  record 
of  success  and  be  willing  to  lead  by  ex¬ 
ample.  We  offer  competitive  compensa¬ 
tion  and  benefits,and  the  opportunity  to 
grow  as  a  Circulation  Director.  Reply  to: 
B(»  3989,  Editor  &  Publish^  Cla^erte, 
770  Broadway,  71h  Floor 
NewYork,NY10003.E-mail: 
dtyhacz@editorandpi4>Ksher.com 
(Pl^se  indicate  Blind  Box  #  3989 ) 


PostNewsweek  Tech  Media,  a  wholly  owned  subsidiary  of  The  Washington  Post 
Company,  is  a  leading  media  company  in  the  technology  marketplace.  We  offer  targeted 
publications,  web  sites,  trade  shows  and  conferences  for  business  and  government  tech¬ 
nology  markets. 

Responsibilities:  Budgeting,  planning,  and  forecasting  for  print  magazines.  Manage  all  di¬ 
rect  response  campaigns  for  re-qualfcation  and  new  business  efforts.  Write  all  promotional 
copy.  Manage  all  phases  of  promotional  development  including  print  bidding  and 
analysis.  Supervise  all  aspects  of  the  circulation  files  including,  issue  closes,  filing  BPA 
statements,  and  working  with  marketing  director  to  ensure  all  promotions  are  in  compliance 
with  BPA. 

Requirements:  BA/BS  degree  of  equivalent  business  experience  preferred.  67  years  of 
experience  preferred  with  hands-on  oversight  of  promotion  and  fulfillment.  Solid  computer 
skills,  including  spreadsheet  and  database  required.  Send  your  resume  and  cover  letter  to: 
PostNewsweek  Tech  Media,  Inc.,  Attn;  HR-CD,  10  G  Street  N.E.,  Suite 
500,  Washington,  DC  200024228. 

E-mail;  jobs@postnewsweektech.com.  An  Equal  Opporuntity  Employer 


CIRCULATIDN  SALES  MANAGER 

Responsibility  for  achieving  growth  through  effective  circulation  sales,  including  retail  single 
copy  sales,  third  party  sales,  and  NIE  sales.  The  successful  candidate  will  be  the  active 
sales  leader  for  our  newspaper  and  will  be  responsible  for  planning  and  executing 
successful  sales  strategies  in  the  single  copy,  third  party  and  NIE  areas.  We  offer  an  ex¬ 
cellent  benefits  package  and  competitive  salary.  The  Advocate  is  a  family-owned  daily 
newspaper  witti  35,000  circulation  in  South  Texas  near  the  Gulf  Coast. 

To  apply  for  this  position  send  your  resume  detailing  education,  experience,  and 
salary  requirements  along  with  a  cover  letter  to  pswan@vicad.com  directly  to 
Human  Resources,  Victoria  Advocate  Publishing  Company,  P.O.  Box  1518,  Victoria,  TX 
77902.  FAX:  (361)574-1202. 

Check  out  our  website  at:  victoriaadvocate.com. 


www.edltorandpubli5her.com 
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-HELP  WANTED- 


CIRCULATION  CIRCULATION 


DEPUTY  DIRECTOR  CIRCULATION  OPERATIONS 

The  St.  Petersburg  Times,  the  largest  independently  owned  and  operated  newspaper  in 
Florida,  is  seeking  a  Deputy  Director-Circulation  Operations  to  lead  and  manage  all  facets 
of  our  home  delivery  and  retail  marketing  operations  in  a  five  county  area  on  the  west 
coast  of  Florida.  The  primary  goal  of  this  position  is  to  increase  circulation  and  penetration 
in  each  regional  area  through  increased  home  delivery,  improve  service  levels  to  our 
subscribers,  and  increase  retail  sales  through  decreased  sell-outs,  improved  draw  man¬ 
agement  and  increased  sales  locations,  (daily  circulation  over  300,000  and  Sunday  over 
400,000) 

Requirements:  B.S./B.A.  In  Business  Administration,  Marketing  or  Logistics.  Advanced  de¬ 
gree  a  plus.  5-10  years  newspapers  or  related  industry  experience  in  the  areas  of  home 
delivery  and  single  copy  distribution  manager.  Proven  track  record  of  successfully  in¬ 
creasing  circulation,  improving  service  and  implementing  new  processes.  Foster  an  envi¬ 
ronment  that  values  differences  and  respects  all  staffers  who  contribute  to  our  success. 
To  apply  send  your  resume  to:  St.  Petersburg  Times  ,  Attn:  Terry  Long,  490  1st 
Ave.  S.,  St.  Petersburg,  FL  33701.  Email:  resumes@sptimes.com  (Please  paste 
your  resume  in  the  body  of  the  email  and  list  die  above  job  title  in  the  subject 
line). 


EDITORIAL  EDITORIAL 


The  Portland  Business  Journal  is  looking  for  an  energetic  and  insightful  reporter  who  can 
consistently  break  business  news  stories  in  a  highly  competitive  environment.  Ideal  can¬ 
didates  should  have  a  minimum  of  3-5  years  of  reporting  experience,  a  demonstrated 
track  record  of  getting  the  story  first,  and  a  talent  for  strong,  punchy  writing. 

Send  resume  and  at  least  a  half-dozen  clips  to:  Rob  Smith,  Editor,  Business 
Journal  of  Portland,  Portland,  OR.  97204.  E-mail:  rsmith@bizjoumals.com 


MANAGING  EDITOR 

Needed  for  small  daily  in  vibrant  South¬ 
east  market.  Editor  needs  a  “go-to”  sec¬ 
ond  in  command  who  can  run  the 
newsroom  at  night  and  participate  in 
planning,  goal  setting  and  management 
functions. 

Strong  copy  editing  and  page  design 
skills  are  a  must.  Ability  to  lead  a  news 
staff  mixed  with  veterans  and  young  jour¬ 
nalists  essential.  Strong  compensation 
and  benefits  package,  opportunity  to 
move  into  upper  management.  Send  re¬ 
sume  and  work  samples  to:  Box 
3990,  Editor  &  Publisher  Classifieds, 
770  Broadway,  7th  Floor,  New  York, 
NY  10003. 

dtyhacz@editorandpublisher.com 


-HELP  WANTED- 


EDITORIAL  _  EDITORIAL 


EDITOR 

The  Rapid  City  Journal  is  seeking  a  dynamic  top  editor  to  lead  a  topnotch  team  of  journal¬ 
ists.  The  successful  candidate  will  build  upon  the  newspaper’s  award-winning  history  and 
will  drive  its  expansion  of  online  news.  He  or  she  also  will  work  closely  with  the  publisher 
and  other  department  heads  in  the  organization. 

As  the  newsroom’s  leader,  the  editor  must  possess  superb  news  judgment,  impeccable 
ethics,  strong  management  skills  and  an  ability  to  drive  change.  The  Rapid  City  Journal, 
which  has  a  circulation  of  30,000  daily  and  36,000  on  Sunday,  serves  western  South  Da¬ 
kota,  eastern  Wyoming  and  the  beautiful  Black  Hills. 

The  Rapid  City  Journal  is  part  of  Lee  Enterprises,  a  premier  publisher  of  newspapers  in 
midsize  markets,  with  52  dailies  and  a  joint  interest  in  six  others,  along  with  a  rapidly 
growing  online  business  and  more  than  300  weekly  newspapers  and  specialty  publications 
in  23  states.  Our  company  offers  competitive  compensation  and  a  very  attractive 
compensation-related  package. 

Respond  in  confidence  with  your  resume,  cover  letter  and  salary  requirements 
to:  Rapid  City  Journal  Attn:  Human  Resources,  P.O.  Box  450  Rapid  City,  SD 
57709  Contact:  Laurel  Grove,  HR  Director  (605)  394-8302. 

E-mail;  laurel.grove@lee.net. 


EXECUTIVE  EDITOR/VICE  PRESIDENT 

Post-Newsweek  Media,  a  division  of  The  Washington  Post  Company  that  publishes  40  na¬ 
tionally-recognized  community  newspapers  in  the  Maryland  suburbs  of  Washington,  D.C., 
with  a  combined  circulation  of  more  than  500,000  seeks  a  seasoned,  forward-thinking, 
energetic  news  executive  to  lead  its  newspaper  and  online  operations. 

The  right  candidate  must  understand  and  embrace  our  brand  of  community  journalism  - 
from  hard-nosed  enterprise  reporting  to  getting  the  names  right  for  Little  League  baseball 
players.  This  position  is  responsible  for  directing  the  immediate  &  long-range  strategy  of 
the  news  operation;  setting  and  upholding  standards  for  journalistic  excellence;  and 
working  with  talented  and  experienced  editors  on  coverage  plans  and  story  play  and 
presentation,  ready  to  jump  in  to  edit  a  story  or  tweak  a  headline. 

The  candidate  must  also  be  able  to  contribute  to  the  organization’s  aggressive 
movement  to  the  Internet.  There  is  the  normal  regimen  of  management  tasks  -  budgeting, 
personnel,  training  and  development,  communicating  with  other  departments,  and 
as  a  vice  president  being  an  important  member  of  the  Executive  Committee  that  works 
with  the  CEO  in  guiding  the  company.  Most  likely,  this  candidate  will  have  10-r  years  of 
editorial  management  experience,  outstanding  written  &  verbal  communication  skills, 
some  ability  in  budget  management,  and  the  creativity  to  see  new  ways  to  improve  cov¬ 
erage  along  with  the  interpersonal  skills  to  successfully  implement  that  vision.  We  offer 
a  competitive  salary  &  bonus,  generous  benefit  program  and  a  friendly  work/life  environ¬ 
ment.  A  cover  letter  that  provides  insight  to  your  management  &  writing  styles,  resume 
and  salary  history  may  be  forwareded  to: 

E-mail:  hrjobs@gazette.net. 

(Writing  &  editing  samples  may  be  requested) 

We  are  art  Equal  Opportunity  Employer 


EDITOR 

If  you  are  a  high-energy,  self-motivated  newsroom  leader  ready  to  make  a  great  newspaper 
happen  then  you  are  the  editor  candidate  we  want  at  Sauk  Valley  Newspapers.  We 
seek  a  talented  editor  who  can  teach  solid  fundamentals  and  narrative  writing,  build 
strong  packages  and  facilitate  great  design.  Our  editor  also  works  as  a  collaborative 
member  of  the  executive  team. 

Sauk  Valley  Newspapers,  with  a  combined  seven-day  circulation  of  26,500,  publishes  the 
(Dixon)  Telegraph,  the  Daily  Gazette  of  Sterling  and  Rock  Falls,  and  a  family  of  weeklies. 
A  member  of  the  Shaw  Newspapers  group,  Sauk  Valley  Newspapers  is  a  privately  owned, 
employee-focused  company. 

Qualified  candidates  should  send  resume,  cover  letter  and  work  samples  to: 

Kris  Boggs,  Human  Resources 
Sauk  Valley  Newspapers 
3200  E.  Lincolnway,  P.  0.  Box  498, 

Sterling,  IL  61081 
E-mail:  kboggs@svnmaiLcom 


Advertisers  call  Michele  Golden  at  (6461654-5304 


MANAGING  EDITOR 

The  Vindicator,  a  family  owned  metro 
sized  7  day  newspaper  operation, 
located  in  Youngstown,  Ohio  is  looking 
for  a  Managing  Editor  to  direct  the 
newsroom  staff  of  55  employees. 

The  right  individual  will  have  passion  and 
possess  the  ability  to  motivate  and 
excite  the  department.  They  will  be  able 
to  design  and  produce  information  and 
news  that  addresses  the  interests  of  the 
community.  They  will  also  serve  as  a 
watchdog  for  the  community.  This  indi¬ 
vidual  will  have  a  proven  record  for 
meeting  departmental  goals  and 
budgets.  Prior  experience  as  an  Editor  or 
Managing  Editor  is  preferred.  Salary  will 
be  commensurate  with  experience.  Re¬ 
sumes  and  salary  history  can  be  E-mailed 
to:  bwiseman@vindy.com. 


EDITOR 

Broadband/Wireless 

Seeking  Editor  tor  Broadband/Wireless 
daily  analytical  report. 

Candidates  must  be  fluent  in  all  aspects 
of  broadband/wireless  technology  and 
commerce;  sufficiently  knowledgeable  to 
advise  industry  participants  of  the  fiscal 
implications  of  current  events  in  this 
field;  and  possess  superior  editorial  man¬ 
agement  and  practice  skills.  Please  send 
resume  to: 

Jeffrey  Fitzpatrick 
E-mail:  j_fitzpatrick2@yahoo.com 


MANAGING  EDITOR 

Is  the  news  in  your  blood?  Want  to  join  an 
award-winning  staff  at  a  community 
newspaper?  We  may  have  a  great  oppor¬ 
tunity  for  you. 

The  Ironton  Tribune,  a  6,300-circulation, 
six-days-a-week,  p.m.  newspaper  in 
southern  Ohio,  seeks  a  managing  editor. 
Needed  skills  include  page  design  with 
Quark  XPress,  writing  ability,  manage¬ 
ment  and  organization  skills  and  the  will¬ 
ingness  take  an  active  role  in  a  closeJ<nit 
community  and  a  competitive  market.  A 
Boone  Newspaper,  The  Tribune  offers 
excellent  pay,  benefits  and  ample  oppor¬ 
tunity  to  advance  Please  send  cover  let¬ 
ter,  resume  and  clips  to:  Mike  Caldwell, 
Publisher,  The  Ironton  Tribune 
P.O.  Box  647,  Ironton,  OH,45638. 

E-mail: 

mike.caldwell@irontontribune.com 


www.editorandpublisher.com 
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It's  a  Classified  Secret! 


We’ll  never  reveal  the  identity  of  an  E&P  box  holder 


Editor  &  Publisher  has  been  your  communication  link  to 
the  newspaper  industry,  every  week  since  1884. 


E&P 


www.editorandpublislier.com 


'ww.editarandpublisher.com 
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PRESSROOM 


PRESSROOM 


PRESSROOM  MAINTENANCE  TECH 

Colorado  Mountain  News  Media  (owned  by  Swift  Newspapers)  is  currently  seeking  a 
highly  motivated  individual  to  lead  our  maintenance  operations  in  the  beautiful  Rocky 
Mountains.  This  is  a  full  time  position  requiring  weekend  duties.  We  offer  competitive 
compensation  and  a  comprehensive  benefit  package  that  includes  401(k),  Medical,  Dental, 
Paid  Holidays,  Ski  Medallion  usage  and  many  more.  Our  press  is  “state  of  the  art” 
DGM  with  all  the  bells  and  whistles. 

Candidates  must  possess  a  strong  mechanical  aptitude,  and  have  5  years  4/c  tower  ex¬ 
perience.  Electrical  experience  preferred.  Basic  computer  skills,  team  communication, 
and  ability  to  train  staff  are  imperative  in  our  day-today  quality  environment. 

To  be  considered,  submit  resume  with  cover  letter  as  to  why  you  are  the  perfect 
addition  to  our  team  along  with  salary  history  to:  dbarton@cmnm.org 

f  Of-  pre-employment  drug  screening  required. 


MARKETING 


MARKETING  DIRECTOR 

The  Benton  Courier  is  looking  for  a  Mar¬ 
keting  Director  to  lead  our  advertising 
and  circulation  marketing  and 
promotions  efforts.  Located  in  Central 
Arkansas,  Benton  offers  advantages  of 
both  city  and  rural  life. 

The  successful  candidate  will  be  able  to 
analyze  financial  and  demographic 
factors  to  develop  and  implement  a  suc¬ 
cessful  marketing  plan.  Knowledge  of 
the  newspaper  industry  is  necessary. 
Candidate  must  have  excellent  communi¬ 
cation,  organization  and  interpersonal 
skills.  We  offer  a  competitive  salary  and 
benefit  package. 

Send  resume  to:  Kenneth  Jones, 
Benton  Courier,  P.O.  Box  207,  Benton, 
AR  72018  or  send  by  E-mail  to: 
kjones@bentoncourier.com. 


-POSITIONS  WANTED- 


ADMINISTRATIVE 


INDIVIDUAL  WITH  DAILY/WEEKLY 
G.M.  &  Publisher  experience  seeks  to 
return  to  similar  position.  Excellent  moti¬ 
vator  with  diversified  experience  in  every 
aspect.  Strong  community  involvement, 
excellent  team  player  and  both  task/goal 
oriented.  Expertise  in  market- 
ing/'circulation  but  also  excels  in  advertis¬ 
ing,  production  and  is  EBITDA  oriented. 
Superior  people  skills  with  some  editorial 
experience.  Also  possess  experience  in 
both  family/corporate  environments,  un¬ 
ion  and  non-union.  If  you  are  seeking  a 
proactive,  enthusiastic,  aggressive  indi¬ 
vidual  to  increase  your  bottom  line,  your 
market  share  in  both  advertising  and  cir¬ 
culation,  we  should  talk.  Currently  em¬ 
ployed,  excellent  references  and  seeking 
a  home,  not  just  a  job.  Responses  to 
Box  3983,  E  &  P  Classifieds,  77''  Broad¬ 
way,  7th  Floor,  New  York,  NY.  1(XX)3. 
mmacmahon@editorandpublisher.com 
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EDITOR  &  PUBLISHER 
RECRUITMENT  ADVERTISING  RATES  2006 


Editor  &  Publisher  is  the  must  read  for  the  newspaper  industry.  Covering  every 
aspect  of  print  and  online  newspapering  from  the  news  room  to  business  and 
finance  to  technology.  Editor  &  Publisher  is  the  most  trusted  industry  resource 
for  industry  professionals  -  the  very  ones  you  want  to  hire. 


E&P  CAREER  CENTER 

Rates  are  per  ad,  any  size 
Posted  daily  within  24  hours. 

1  week  =  7  days 

ONUNE  HELP  WANTED: 

1  Week  $70 

2  Weeks  $130 

3  Weeks  $186 

4  Weeks  $230 

ONUNE  POSITIONS  WANTED: 

$25  per  month  (28  days) 


ORDERS  AND  PAYMENT:  All  ads  from  new  advertisers  must  be  pre-paid  prior  to 
dealine;  advertisers  with  a  payment  record  in  good  standing  may  be  billed. 
Cash,  check,  VISA,  MasterCard,  and  American  Express  accepted. 

We  reserve  the  right  to  reject  any  ad. 

RATES:  Help  Wanted  Recruitment  ads  in  monthly  magazine  is  $130  per  col.  inch 
2  inch  minimum.  Positions  Wanted  ads  in  monthly  magazine  is  $60  per  col.  Inch 
1  inch  minimum.  Rates  include  print  and  online. 

Blind  Ads  in  print  will  incur  a  $25  charge. 

DISPLAY  AD  SPEC  -  Magazine  Depth  and  width:  Minimum  depth  is  2  inch. 
Round  depth  to  nearest  whole  or  half-inch.  Ads  are  in  a  4-column  format. 
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when  I  was  a  kid,  I  was  certain  the  Japan¬ 
ese  would  bomb  my  house  after  I  saw 
World  War  II  movies  on  TV.” 

He  added  that  a  lot  of  children’s  litera¬ 
ture  through  the  ages  has  contained  dark 
elements.  One  current  example  is  the 
Harry  Potter  series,  whose  perpetually 
endangered  title  character  is  the  son  of 
parents  who  were  murdered. 

How  does  Tatulli,  43,  get  into  the  mind¬ 
set  of  a  child?  “I  don’t  think  cartoonists 
ever  completely  grow  up!”  he  replied. 

The  father  of  three  did  face  an  adult 
challenge  when  he  was  laid  off  in  early 
2005  from  aTV-production  job  in 
Philadelphia.  But  this  turned  into  an 
opportunity,  as  Tatulli  finally  had  time 
to  develop  the  “Lio”  idea  that  had  been 
forming  in  his  mind. 

^  The  New  Jersey-based  cartoonist, 

W  who  lives  less  than  15  miles  from 
U  Philadelphia,  will  continue  “Heart  of  the 
i  City”  when  “Lio”  begins.  That  comic 
y  stars  Heart,  a  girl  of  roughly  8  to  10 
I  (slightly  older  than  Lio)  who  lives  in  cen- 
f  tral  Philadelphia  with  her  single  mother. 

I  “Antics  ensue,”  Tatulli  joked.  “Heart  is  a 
'  very  gregarious  girl  who  wants  to  be  a  big 
star  one  day.” 

“Heart  of  the  City,”  which  appears  in 
about  100  papers,  differs  from  “Lio”  in 
several  ways.  It  contains  plenty  of  dia¬ 
logue,  its  art  is  livelier,  and  its  protagonist 
has  a  bubblier  personality  than  Lio. 

The  “Heart”  look  is  partly  due  to  Tatulli’s 
previous  work  in  animation  and  partly  due 
to  using  a  brush  dipped  in  ink  —  resulting 
in  looser,  more  energetic  lines.  In  contrast, 
Tatulli  draws  “Lio”  with  a  pen,  allowing  him 
to  include  all  kinds  of  details  while  convey¬ 
ing  a  more  somber  mood. 

Tatulli’s  style  for  “Lio”  is  influenced  by 
19th-century  artist  (and  dentist)  Dr.  A.  J. 
Volck,  a  southern  sympathizer  during  the 
Civil  War  who  often  depicted  Abraham 

Lincoln  as  a  demon- 
y  ' '  figure.  “It’s 

Cr*  I  1  fascinating  how 

'  ^  I  \  someone  could  be 
I  1  talented  yet  so 

I  \  twisted,”  he  said. 

_  I  J  The  cartoonist  — 

-  .  _  '4  who  has  won  three 

/  /  y.  i  .Ji.l  regional  Emmys  for 
I  y*  7  J  f  his  TV  work  —  also 
•/jl  did  the  “Bent  Halos” 
*  m  comic  syndicated  by 
•|ffc  Little  Enter- 

W'  ^  iPI  prises  during  the 

mid-1990s.  S 


Quick  silver  lining 


BY  DAVE  ASTOR 

Mark  Tatulli  does 
things  differently 
than  most  cartoonists. 
While  the  vast  majori¬ 
ty  of  syndicated  strips 
have  a  suburban  milieu,  Tatulli’s 
1998-introduced  “Heart  of  the 
City”  is  set  in  Philadelphia.  ^ 

And  while  virtually  every 
newspaper  comic  has  dialogue, 

Tatulli’s  “Lio,”  launching  May  15, 
is  a  pantomime  cartoon. 

So  why  did  the  Universal  Press  Sviidicate 
creator  decide  to  go  wordless  with  his  new 
feature?  Tatulli  said  he  likes  the  challenge 
of  coming  up  with  a  pantomime  idea  each 
day,  that  the  absence  of  text  gives  him  more 
room  to  try  to  do  eye-catching  art  at  a  time 
when  strips  have  shrunk,  and  that  “Lio” 
could  more  easily  attract  international 
clients  because  it  wouldn’t  need  translating. 

“I’ve  always  loved  _ 

the  concept  of  pan-  ^ 

tomime  comics,”  1  .  •. 

Tatulli  added.  “They  \  ^  , 

have  kind  of  a  kitschy,  |  ,  'J 

1950s  sensibility.  I  ,'j  ^  v .  w 

took  the  concept  and  ^  .  .  T 

updated  it.”  ■ 

One  way  he  mod- 
emized  things  was  to 

title  character, 

world  bearing  little 


Universal  Press  Syndicate’s  Mark  Tatulli 
begins  his  “Lio”  comic  (below)  this  month. 
Tatulli  already  creates  “Heart  of  the  City,”  left. 


allegedly  sunny  1950s.  Yet  the  fears  and 
fantasies  of  this  boy  reflect  the  fears  and 
fantasies  children  have  always  had. 

“A  kid’s  fantasy  world  can  be  very,  very 
real  to  them,”  Tatulli  noted.  “I  remember 
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1  NEWSPAPER  STOCK  PERFORMANCE  | 

1  CONSUMER  ONLINE  SPENDING  | 

April  13  close 


%  change,  30  days 


Gannett  (GCI) 

56.77 

-28.52 

-7.50 

Dow  Jones  (DJ) 

38.51 

3.58 

-5.17 

Knight  Ridder  (KRI) 

61.85 

-8.07 

-3.24 

Tribune  (TRB) 

28.20 

-28.15 

-9.03 

New  York  Times  (NYT) 

25.05 

-29.54 

-6.91 

E.W.  Scripps  (SSP) 

44.80 

-7.28 

-5.29 

Washington  Post  (WPO) 

743.75 

-16.01 

-1.75 

Belo  (BLC) 

19.44 

-19.10 

-9.03 

McClatchy  (MNI) 

47.00 

-35.52 

-8.83 

Media  General  (MEG) 

41.97 

-34.95 

-16.92 

Lee  (LEE) 

32.85 

-22.94 

-3.81 

DJ  U.S.  Publishing  Index 

299.19 

-4.55 

-2.20 

DJ  U.S.Total  Market  Index 
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12.17 

0.83 

Source:  Dow  Jones  Indexes 
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Buver/Seller _ Value  ($MM) 

McClatchy/Knight  Ridder  $6,626.7 

Fortress  Capital/Liberty  Group  $530.0 

Lee/Pulitzer  $1,476.0 

New  York  Times  Co./49%  Stake  in  Boston  Metro  $16.5 

Journal  Register  Co./21st  Century  Newspapers  $415.0 

Barclay  Brothers/T/te  Telegraph  (Hollinger  International)  $1,210.0 

McClatchy/rAe  Merced  (Calif.)  Sun-Star  $40.5 

Biackstone,  Providence  Equity/Freedom  Communications  $2,000.0 

Dow  Jones/TAe  Stockton  (Calif.)  Record  $144.0 

Gannett/SMG  Publishing  $346.0 

Dow  iones/Lee  Enterprises  (two  community  papers)  $7.7 

Eagle-Tribune  Publishing  C0./D0W  Jones  (three  community  papers)  $70.0 

Journal  Register  Co./News  Gleaner  Publications  (Philly  Cluster)  $6.3 

Lee/Howard  Publications  $694.0 

Community  Newspapers  Holdings/Dow  Jones  (four  community  papers)  $182.0 
Trinity  Mirror/Southnews  $226.1 

CanWest  Global/Hollinger  International  $2,400.0 

Gannett/Central  Newspapers  $2,748.1 

Pulitzer/Journal  Register  (St.  Louis  papers)*  $165.0 

Gannett/Thomson  papers*  $1,125.0 

Gannett/Newscom  $867.0 

Pulitzer/Advance  Publications  (45%  of  St.  Louis  Post-Dispatch)  $306.0 

Tribune/Times  Mirror  $7,907.6 
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Year 

GMS* 

2000 

48.04 

2001 

47.98 

2002 

47.92 

2003 

47.90 

2004 

47.80 

2005 

47.12 

*Average  grams  per  square 

meter  source:  Pulp  and  Paper 

Products  Council 
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*Last  12  months;  Earnings  Before  Interest.  Taxes.  Depreciation,  and  Amortization  Source:  Merrill  Lynch 
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EDITORANDPUBLISHER.COM  TOWERS  OVER  THE  COMPETITION 


Editorandpublisher.com 


Presstime.com 


Newsandtech.com 


Source:  Nielsen  NetRatings,  NetView,  October  2005“ 

tFigure  includes  all  unique  visitors  to  naa.org,  of  which  Presstime.com  is  a  part. 


Even  newspaper  decision-makers  rely  on  the  Web  for  the  latest  news  roRt-’ 
about  their  business,  and  Editor  &  Publisher  soars  above  the  rest  as  i^bLishe 
their  chosen  online  news  source.  Presstime.com  and  Newsandtech.com 
don't  even  come  close,  proving  the  overwhelming  preference  for  E&P's 
authoritative  coverage  of  technology  and  other  critical  areas  of  the  1  ^1 
newspaper  industry.  ^ 


■cCtMcfty  tl  LNkMv  to  Go  M  DtWxxil  rmto 


Since  its  launch  two  years  ago,  Editorandpublisher.com  has  captured  this 
massive  online  audience  by  providing  up-to-the-minute  news  with  expert 

•>  Novv  Av.-!f!.Vblo  ^4.  om.fii 

perspective.  It  even  captured  the  attention  of  the  Web  Marketing  “  -  — 

Association  and  received  the  group's  Standard  of  Excellence  award  in  2004.  .  '.i-m-sw  _««««« _ 

Go  with  EDITORANDPUBUSHER.COM  and  take  your  business  to  new  heights. 

To  advertise  contact,  Charles  McKeown,  Publisher,  at  646-654-5120  or  cmckeown@editorandpublisher.com. 
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Editorial  Cartoon  of  the  Month 


Regular  visitors  to  E&P  Online  may  already 
have  seen  some  of  the  columns  below.  But 
for  those  who  would  take  advantage  of  our 
Web  analysis,  here’s  a  recap  of  three  of  E&P’s  top  on¬ 
line  columns  from  the  past  few  weeks.  If  you  haven’t 
done  so  already,  activate  your  registration  now  by 
visitingwww.editorandpublisher.com/activate. 


We^e  lKU^A.1  TiaST 
SeeW.  HeH 


MARCH 


on  Brkvking  down  the  ‘vv.\i.e’  From 
LlJ  Steve  Outing’s  “Stop  the  Presses”: 

Most  newspaper  Web  sites  are  “walled 
gardens.”  By  that  I  mean  that  the  content 
that  resides  on  the  sites  is  produced  by  staff 
members  or  freelancers,  or  comes  from  wire 
services  or  content  syndicates.  If  a  newspa¬ 
per  site  invites  the  public  to  contribute  con¬ 
tent  (so-called  “citizen  journalism” ),  then 
those  members  of  the  public  submit  their 
stories  or  photos  directly  to  the  site;  that 
content  is  hosted  by  the  news  site’s  servers. 

But  times  are  changing,  and  the  walled- 
garden  approach  to  news  publishing  online 
doesn’t  make  as  much  sense  anymore.  It’s 
time  to  break  down  some  of  those  walls  — 

to  let  more  outside  content  in  (and  let  some  constrained  by  the  corporations  that  own 
inside  content  get  shared  outside  the  walls),  them  and  their  mission  to  present  news 

“objectively.”  In  linking  to  sites  outside  of 
their  own  editorial,  newspaper  blogs  run 
the  risk  of  driving  traffic  away  to  competi¬ 
tors  and  watering  down  their  own  brands. 

In-house  blogs  are  essentially  a  low-fi 
medium,  which  lose  much  of  their  value  if 
they  are  seen  as  PR  tools  or  as  branches  of 
a  corporate  entity.  Likely  the  best  that 
newspapers  can  do  in  adjusting  to  the  new 
digital  reality'  is  the  same  thing  they’ve  al¬ 
ways  done:  create  fresh,  unique,  and  cred-  firmation  of  some  of  the  most  dangerous 

trends  in  modern  journalism. 

The  most  telling  problem  is  this: 
Not  a  single  Pulitzer  was  awarded 
this  year  for  what  we  would  call 
old-school  local  enterprise 
reporting.  Not  one. 

That  w'ould  be  a  disgrace  in 
any  year,  but  it’s  really  bad  now  — 
because  newspapers  are  pretty' 
much  the  last  people  left  who  can 
tell  you  when  your  mayor  is  on 
the  take,  or  when  development  is 
choking  your  local  reservoir.  In 
fact,  if  you  look  closer  at  the 
Pulitzers,  you’ll  see  the  sad  toll 
that  economics  and  job  cuts 
have  already  taken  on  American 
journalism. 


GLENN  MC  COY,  BELLEVILLE  (ILL.)  NEWS- 
DEMOCRAT/ UNI  VERSAL  PRESS  SYNDICATE,  APRIL  11 


ible  content  that  will  draw  the  attention  of 
an  ever-wider  audience  while  they  figure 
out  how  to  measure  and  monetize  it. 


APRIL 


1  J  KeEI’IXG  VOl'R  EDGE  IN  HIE  IM  ERNEl 
14  ER.\  From  a  Shoptalk  by  E^P  Online 
Editor  David  S.  Hirschman: 

So  what  can  newspaper  editors  and 
publishers  do  to  reclaim  their  power  as 
arbiters  of  public  taste  in  the  Blog  Age? 
While  many  papers  are  cautiously  experi¬ 
menting  with  their  own  blogs,  they  are 


THE  DALLAS  MORNING  NEWS  Director  of 
photography  William  Snyder  gets  doused 
as  the  staff  celebrates  its  prize  for 
breaking  news  photography. 


THE  TIMES-nCAYUNE.  NEW  ORLEANS  E&P's  Editor  of 
the  Year  Jim  Amoss  embraces  Page  One  editor  Terry 
Baquet  upon  learning  the  paper  won  two  Pulitzers. 
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—  Congratulations  — 

to 

Greg  Mitchell 

And  the  Entire  Editorial  Staff  of 

EDITORe^PUBLISHER 

(  I  *  ^  i 

.^\i\  i 


nranr 


For  Winning  Two  of 
American  Business  Media’s 
Prestigious  Neal  Awards  in  2006 

Best  Staff-Written  Editorials  or  Opinion  Columns 
Best  Subject-Related  Series  of  Articles 

And  for  winning  nine  Neal  Awards  in  the  past  four  years  and  Best  Editorials 
awards  five  out  of  the  past  six  years.  Only  one  other  magazine  in  the 
entire  trade  press  has  won  more  Neal  Awards  in  the  past  four  years. 
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Pages  of  phrases 


New  book  explains  famous  sayings,  including  journalistic  ones 

BY  DAVE  ASTOR 

CURIOUS  ABOUT  THE  ORIGIN  OF  SUCH  PHRASES  AS 

“Journalism  is  the  first  draft  of  history”?  Then  you 
should  check  out  The  Quote  Verifier.  Ralph  Keyes’ 
book  —  slated  to  be  published  May  30  by  St.  Martin’s 
Griffin  —  looks  at  the  roots  of  the  “first  draft”  quote 
and  459  other  well-known  sayings.  Nine  of  the  460  are  directly 
journalism-related,  while  several  others  loosely  apply. 

Keyes,  the  author  of  14  books,  has  worked  as  a  journalist  himself 
—  including  a  1968-70  stint  at  Newsday  in  Melville,  N.Y.  Now  an 


Ohio  resident,  Keyes  discovered  while 
researching  his  new  tome  that  roughly 
two-thirds  of  the  460  sayings  were 
either  misworded  (often  to  make  them 
shorter  and  more  graceful)  or  niisattrib- 
uted.  In  numerous  cases,  a  famous  person 
is  credited  with  a  quote  actually  coined  by 
a  lesser-known  individual. 

And  many  of  tbe  sayings  date 
back  further  than  people  real¬ 
ize,  Keyes  tells  Ei3P.  For  in¬ 
stance,  “Show  me  the  money” 
didn’t  originate  with  the  1996 
?i\m  Jerry  Maguire-,  rather,  it 
came  out  of  the  mouths  of  at 
least  two  boxers  wbo  fougbt  in 
tbe  early  20th  century. 

But  what  about  those  jour¬ 
nalistic  quotes?  Discussing  the  “first 
draft”  comment,  Keyes  writes  in  his 
upcoming  book:  “Some  think  it  originated 
with  former  Washington  Post  editor  Ben 
Bradlee.  Others  credit  Post  publisher 
Katharine  Graham.  In  fact,  it  was  Philip 
Graham  —  Bradlee’s  boss,  Katharine’s 
husband,  and  her  predecessor  as  Post 
publisher  —  who  made  a  somewhat  more 
turgid  exhortation  to  Newsweek  corre¬ 
spondents  soon  after  his  newspaper 
acquired  that  magazine  in  1963:  ‘So  let  us 
today  drudge  on  about  our  inescapably 
impossible  task  of  providing  every  week  a 


first  rough  draft  of  a  history  that  will 
never  be  completed  about  a  world  we 
can  never  understand.’” 

Keyes  also  provided  E^P  with  the  eight 
other  press-quote  passages  from  his  book. 
Here  are  three  of  them: 

Comfort  the  afflicted  and  afflict  the 
comfortahle.  “In  the  I960 
movie  Inherit  the  Wind,  an 
H.L.  Mencken-like  newspaper 
editor  says,  ‘It  is  the  duty  of  a 
newspaper  to  comfort  the 
afflicted  and  afflict  the  comfort¬ 
able.’  Credit  for  this  credo  gets 
passed  around.  In  his  1942 
quotation  collection,  Mencken 
attributed  the  saying  as  ‘author 
unidentified’  —  although 
Mencken  himself  is  sometimes  thought  to 
have  been  that  author.  (He  was  prone  to 
quoting  himself  anonymously.) 

“Four  decades  before  Mencken’s 
collection  was  published,  however,  Finley 
Peter  Dunne  wrote  this  observation  by  his 
philosophizing  bartender,  Mr.  Dooley: 
‘The  newspaper  does  ivrything  f’r  us.  It 
runs  th’  polls  foorce  an’  th’  banks,  com¬ 
mands  th’  milishy,  conthrols  th’  ligis- 
lachure,  baptizes  th’  young,  marries  th’ 
foolish,  comforts  th’  afflicted,  afflicts  th’ 
comfortable,  buries  th’  dead  an’  roasts 
thim  aftherward.’” 


When  a  dog  bites  a  man,  that  isn’t 
news.  When  a  man  bites  a  dog,  that’s 
news.  “By  legend  this  was  the  response  of 
New  York  Sun  city  editor  John  Bogart 
(1845-1921)  to  a  cub  reporter  who,  in  the 
early  1880s,  asked  him  to  define  ‘news.’ 
The  author  of  a  1918  history'  of  the  Sun 
credited  Bogart  with  this  comment.  It 
was  recalled  when  he  died  in  1921.  The 
observation  has  also  been  attributed  to 
Sun  editor  Charles  A.  Dana;  to  its  first 
managing  editor,  Amos  Cummings;  and 
to  early-20th-century  British  press  baron 
Lord  Northcliffe  (Alfred  Harmsworth). 

“Whoever  first  defined  news  as  ‘man- 
bites-dog’  may  have  got  that  notion  from 
Oliver  Goldsmith’s  ‘An  Elegy  on  the  Death 
of  a  Mad  Dog.’  In  this  1766  poem,  a  kindly 
man  in  Islington  is  bitten  by  a  dog  whom 
he’d  befriended.  To  the  consternation  of 
all,  ‘The  man  recovered  of  the  bite/The 
dog  it  was  that  died.’  This  popular  bit  of 
doggerel  was  adapted  in  many  forms, 
including  one  in  which  a  man  actually  bit 
a  dog.  Lexicographer  Eric  Partridge 
believed  that  this  might  have  inspired  the 
classic  definition  of  news.” 

You  furnish  the  pictures,  and  I’ll  fur¬ 
nish  the  war.  “As  the  Spanish-American 
War  was  about  to  erupt,  newspaper 
publisher  William  Randolph  Hearst  sent 
sketch  artist  Frederick  Remington  to 
portray  the  action  in  revolutionarv’  Cuba. 
After  spending  a  few  days  there,  Reming¬ 
ton  wired  that  he  could  find  no  hostilities 
and  wanted  to  return.  Hearst  is  notorious 
for  responding,  ‘Please  remain.  You  fur¬ 
nish  the  pictures,  and  I’ll  furnish  the  war.’ 
There  is  no  reliable  evidence  that  the 
publisher  sent  any  such  telegram.  He 
himself  denied  having  done  so.  The  wire 
in  question  has  never  been  found. 

“As  Hearst  biographer  John  K.  Winkler 
pointed  out,  it  is  unlikely  that  such  an 
inflammatory  message  would  have  gotten 
past  Spanish  censors.  The  source  of 
Hearst’s  pithy  telegram  seems  to  have 
been  a  1901  memoir  by  journalist  James 
Creelman,  a  Hearst  admirer  who  reported 
the  publisher’s  order  to  Remington  with¬ 
out  giving  any  source.” 

Non-press  quotes  and  misquotes  dis¬ 
cussed  in  Keyes’  book  include  “The  whole 
nine  yards,”  “Ain’t  I  a  woman?,”  “He  was 
born  on  third  base  and  thinks  he  hit  a 
triple,”  and  hundreds  of  others.  [il 


Author  Ralph  Keyes 
cuts  to  the  sources 
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Post  Press  Packaging  &  Logistics 

P3L,  LLC 
(863)604-6123 
news@p3logistia.conn 
www.p3logistia.conn 

Leveraging  over  a  decade  of  experience  inside  the 
newspaper  industry  for  the  largest  third-party  logistic 
providers,  P3L  offers  world  class  distribution  planning 
services  specifically  for  newspapers. 

By  employing  an  exhaustive  discovery  process, 
followed  by  development  of  a  comprehensive  model, 
P3L  allows  executives  to  evaluate  cost  versus  senrice 
trade-offs  before  implementation  or  presentation  to 
the  third-party  marketplace  for  competitive  bidding. 


Essex  Products  Group 
(860)  767  7130  www.epg-inc.com 
sales@epg-inc.com 

•  Computerized  Ink  Key  Control 

•  Automatic  Presetting 

•  Closed  Loop  Color  Control 

•  Ink  Sweep,  Water,  Register  Controls 

•  Original  Equipment  or  Retrofit 


k$§M8ER  Of  TMS  MULLfft  MARTINI  GROUP 

Graphic  Management  Associates,  Inc. 
4444  Innovation  Way 
Allentown,  PA  18109 
Phone:  (610)  266-7000 
Fax:  (610)  231-3990 
www.gma.com 

GMA  serves  newspaper  packaging  and  distribution 
needs  with  the  industry's  most  extensive, 
technically  advanced  and  proven  line  of  high  speed 
inserting,  conveying,  bundle-building  and  bundle 
distribution  systems,  supported  by  GMA's  state-of- 
the-art  production  control  software. 


MEDI  ASPAN 

MEDIA  SOFTWARE 

Melbourne,  Florida 
(321)  242-5000 

Ann  Arbor,  Michigan 
(734)  662-5800 
www.harrisbaseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


3900  East  Market  Street 
York,  PA  17402-0615 
Phone:  (717)  505-1150 
Fax:  (717)  505-1161 
sales@kbapa.com 
www.kba-print. com/pa 

As  a  member  of  the  KBA  group,  KBA  North 
America  offers  a  complete  line  of  single-width  and 
double-width  flexographic  and  offset  printing 
machinery:  the  COLORMAX/II/SW  for  flexography; 
the  COLORAyPRISMA/COMMANDER  for  the 
double-width  offset;  the  CONTINENT/COMET  for 
the  single-width  applications.  Shaftless  drives  and 
split-arm  reels  are  featured  as  standard. 


TKS 

SINCE  1874 
TKS  Sales  of  North  America 
(800)  375-2857 
sales@tkspress.com 
www.tksusa.com 

The  TKS  Color  Top  line  of  shaftless  newspaper 
printing  presses  includes: 

•  Color  Top  9000CDH  (6x2)  rated  at  90,000  cph 

•  Color  Top  7000CDH  (4x2)  rated  at  85,000  cph 

•  Color  Top  5000CDH  (4x1)  rated  at  75,000cph, 
and  the  newest  addition 

•  Color  Top  4000  (2x2),  rated  at  70,000  cph. 
Additionally,  TKS  can  add  our  shaftless  towers  to 
your  existing  press  and  upgrade  your 
inking  system  to  Digital  Ink  Pumps. 
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Products  &  Services 


DISPLAY/ONLINE  AD  SALES 

Charles  McKeown 
Publisher 
(646)  654-5120 

cmckeown@editoranclpublisher.com 
Betsy  Maloney 

Associate  Advertising  Director 
(301)  656-5712 

bmaloney@editorandpublisher.com 


Michele  Romriell 
Midwest  &  West  Regional 
Advertising  Manager 
(502)  213-0919 

mromriell@editorandpublisher.com 

CLASSIFIED  AD  SALES 

,  Brian  Chester 
Sales  Director 
-  (888)-825-9149 

bchester@adweek.com 


CONFERENCES  &  SPECIAL  EVENTS 

Shanny  Bang 

Director,  E&P  Conferences 
(646)-654-5168 

LIST  RENTALS 

Edith  Roman  Associates 
Julius  Single 
(845)-731-2731 


SUBSCRIPTIONS.  CHANGES  & 

BACK  ISSUES 

(800)  562-2706 

REPRINTS 

Reprint  Services 
Kristen  E.  Ramsay 
(651)  582-3800 

DIRECTORIES 

Copy  Sales  (800)  562-2706 
Advertising  Sales  (646)  654-5207 
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Developers  of  tract  houses  cut  down  50  acres  of  trees  over  the  sensitive  recharge  zone  of  the  Edwards  Aquifer 
to  make  way  for  this  project.  Many  fear  this  and  other  large  dear-cuts  will  endanger  San  Antonio’s  water  supply. 


Reading  the  newspaper  is 
helping  readers  keep  their 
heads  above  water. 


Residents  of  South  Texas  rely  on  the  Edwards  Aquifer 
for  most  of  their  water  supply.  Preserving  open  space 
and  tree  cover  over  the  watershed  is  crucial  to 
preventing  pollution  of  the  underground  reservoir. 

When  developers  clear-cut  wide  swaths  of  forest  to 
build  dense  subdivisions  on  the  protected  terrain, 

San  Antonio  Express-News  reporter  John  Tedesco 
launched  an  investigation  and  discovered  an 
obscure  Texas  law  that  allowed  developers  to  side¬ 
step  city  codes.  This  state  law  undermined  the 
city’s  intention  to  protect  the  aquifer,  preserve  tree 
cover  and  promote  livable  neighborhoods. 

Tedesco’s  four-part  series,  "Losing  Ground,"  revealed 
in  detail  how  powerful  developers  used  influence 


John  Tedesco,  Reporter 


at  the  Texas  state  Legislature  to  win  exemptions  from 
city  codes.  Marshaling  the  power  of  databases,  pub¬ 
lic  records  and  shoe-leather  reporting,  Tedesco  also 
found  the  city  routinely  signed  off  on  the  exemptions. 

Readers  responded  to  the  coverage  with  a  deluge 
of  e-mails  and  online  comments,  questioning  how 
the  protections  failed  and  demanding  a  crackdown 
on  irresponsible  development.  San  Antonio’s  mayor 
and  city  council  have  vowed  to  hold  the  industry 
accountable.  One  company  apologized  for  clear- 
cutting  its  properties  and  promised  to  be  a  better 
environmental  steward.  To  read  the  full  series  online, 
visit:  mysantonio.com 

By  helping  their  local  communities  identify  and 
address  problems,  Hearst  Newspapers  deliver 
excellence  every  day. 
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